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THE SUCKER that gives you an even mailing break 


This is the business end of a sucker cup, the key 

to the vacuum suction system that has made the 

Phillipsburg Inserter practically error-proof. 

These suction cups grip all insert material with 

the same gentle firmness, regardless of stock. Work 

with stock that is smooth or rippled, thin or heavy, 
without fear of a jam. Even sealed packets, premium offers or plastic 
materials. Efficiently and quickly, the Phillipsburg feeds each insert 
...one at a time...in correct sequence. No empty envelopes or dupli- 
cate inserts; no time consuming jams. Effortlessly, the Phillipsburg 
gathers up to 8 inserts, nests, inserts, moistens and seals envelopes, 
prints postal indicia, counts and stacks. Have you caught up on 
Automated Mailing? 


Write for complete information on the 
mailing advantages and conveniences 
of a Phillipsburg Inserter. 


FINER PRODUCTS THROUGH IMAGINATION 


Bell & Howell Company 
PHILLIPSBURG INSERTERS 


14 East Jackson Boulevard 


Chi 4, tilinoi 


Available in Canada through Bell & Howell Limited 
R66! 
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PICK A PAPER 


PICK A COLOR 


PICK A SIZE 


TAKE YOUR PICK FROM 24 
Pleasing colors in Mead “Ready- 
Cut” Papers...colors that iden- 
tify your different business 
forms, add greater appeal to 
your printed material. Choose 
also from 21 versatile grades, 7 
practical sizes. Ask your local 
Mead Merchant for samples 
plus a copy of the “Selector 
Chart" that lists all of the 
items available to you in Mead 
“Ready-Cut” Papers. 


MEAD PAPERS, INC., 
a subsidiary of The Mead 
Corporation, Dayton 2, Ohio 
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PROTECT 


your merchandise 
with this low-cost, 
fast-handling 


Mailing Bag 
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16 Ipeas To Businesses 


Assure your mailings full protection at 
low cost! Save packing time, too. Corro- 
Bags, in a wide variety of standard sizes, 
have their cushioning protection built 
in — no shredded fillers to add weight 
and spill out. Easy to fill, can be stapled 
or taped closed. These all-purpose mail- 
ing bags replace shredded-filler bags, 
die-cut sheets, custom packaging. For 
size range of samples, write Dept. R. 
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156 Oak Street, Newton 64, Mass. 
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The Reporter of Direct Mail Advertising is published monthly at 224 Seventh Street, Gar- 
den City, L. 1., New York. Subscription price is $6.00 a year. Second class gertege paid 
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thousands of regular subscribers, all Members of the Direct Mail Advertising Association, 
230 Pork Ave., New York 17, N. Y., receive The Reporter as an Association service. 
Part of their annual dues pays for a subscription. 
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HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for salesmen, dealers, distributors .. . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail’. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don'ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 


To receive your free copy of ‘‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 
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QUESTION: HOW CAN WHOLESAL- 
ERS BENEFIT FROM OCCUPANT 
MAIL ADVERTISING? 


ANSWER: The answer is for retailers, 
wholesalers, and manufacturers to work 
together; this way, they can amortize 
their costs over a broader base, and each 
one will benefit from increased advertis- 
ing at much less expense than as individ- 
uals, 


The wholesaler is the man-in-the-mid- 
dle in more ways than one. Competitive 
pressures have narrowed his profit mar- 
gins until he can no longer act only as a 
warehousing agent. He must get into the 
act of merchandising along with retailers 
and manufacturers; he is in an ideal posi- 
tion to do this, because he can coordinate 
the products of several manufacturers in- 
to one mailing for the retailers he serves. 


Such mailings are often done by furni- 
ture, hardware, jewelry, automotive, and 
garden supply wholesalers. The whole- 
saler can most effectively bring together 
groups of independent retailers; combine 
their buying power, and enable them to 
compete with large chains. Many such 
groups are in existence. 


Now then, in the April issue, we told 
of a mailing to 160,000 homes which cost 
$2700.00 plus $4,000.00 postage. Twenty 
retailers cooperated in this mailing at an 
average total cost of $312.00. The manu- 
facturer who coordinated the mailing 
paid $460.00. The retailers averaged 
8,000 homes in their trading areas, and I 
would like to point out that it would have 
cost the retailer approximately $536.00 
to make the same mailing to 8,000 homes 
in a non-cooperative effort . . . compared 
to $312.00 in the cooperative effort. 


The wholesaler has an advantage over 
the manufacturer; he can seek the support 
of a group of manufacturers as well as 
the retailers he serves. Manufacturers 
give support through special quantity dis- 
counts, or with advertising allowances 
upon proof of advertising. 


To sum up: Occupant Mailings benefit 
the retailer, and through him the whole- 
saler or jobber, and ultimately the man- 
ufacturer. Cooperation will inevitably 
build volume and profits for all concerned 

today, no business can afford to be 
an island unto itself. 


Reprints of these question and answer 
columns, and a copy of Will Storing’s 
book “How to Think About Occupant 
Mail Advertising” will be furnished on 
request. Please write on your company’s 
letterhead. 


Les Cullman, President 


OM LA 


OCCUPANT MAILING LISTS OF AMERICA INC 

239 N. Fourth St., Columbus 15, Ohio 
Represented Nationally by Walter Drey, Inc., 
New York Chicago 
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times over. 


O CONGRATULATIONS to Vol Heath, 
managing director of Heath's Direct Mail 
Service Pty. Ltd., 599 Lonsdale St., Mel- 
bourne, Australia, for the beautiful bro- 
chure he produced in celebration of the 
1Sth anniversary of the founding of his 
service. We watched the progress of 
this young man who was educated in the 
United States. He has done a wonderful 
job educating the people of Australia 
on the merits and techniques of direct 
mail. His brochure is most interesting. 
A thick deckle edge cover with an onion 
skin flyleaf. Then a four-page, thick- 
grained insert with a shortly-worded in- 
troduction to the anniversary celebra- 
tion. The other three pages consist of a 
credit letter giving the history of the 
organization. But the real eye-catcher 
was a “Dear Mr.” salutation, including 
the name of each individual receiving the 
brochure. A perfect match. The whole 
effort well done. 


O THAT'S TELLING ‘EM! We recently 
saw a hot but courteous letter written 
by a DMAA member to a charitable 
organization. The DMAA member had 
received a rather expensive piece of 
merchandise which he had not ordered. 
He was urged to send a contribution to 
cover the cost of the merchandise or 
else return it. After explaining that this 
is one of the bad practices in the direct 
mail field, which has helped inspire the 
words “junk mail,” the letter concluded: 
“You would be doing the direct mail 
people a service if you would discon- 
tinue sending unordered merchandise and 
solicit orders in advance and fill them 
as they are received.” We have not 
used names here in order to avoid em- 
barrassing an otherwise worthy charity. 


O HERE IS A GOOD IDEA for neo- 
phyte homebuilders. We've known some, 
who in their enthusiasm wasted many 
hours cutting out cardboard to make 
scale models winding up possibly 
with bathrooms without windows in the 


We welcome your direct mail ideas and news 
items for this department. Send ail material to 
Short Notes, Reporter of Direct Mail, 224 Seventh 
Street, Garden City, L.., N. Y. 


Short Notes 


Read this section with pencil in hand. Check the 
C) circles next to Notes which particularly interest 
you, or mention an item you want to send for. 
Readers who use this section this way say it 
justifies their investment in the magazine many 
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middle of the house. Now you can pur- 
chase a “Home-A-Minute” Kit. It con- 
tains dozens of fiber partitions, doors, 
windows, kitchen cabinets, all made to 
%” scale, same as blueprints. Kit also 
includes 65-page handbook to help you 
estimate actual costs, obtain financing, 
and even become your own contractor. 
Gives you a perfect three dimensional 
idea of how everything will look, how 
furniture and fixtures will fit. You can 
have fun in designing and redesigning 
in miniature fiber-board before you tackle 
the real thing. Kits are being sold by 
our mail order friends, Jack and Mary 
Leslie of Leslie Creations, Lafayette Hill, 
Pa. According to the press release, price 
is $3.95 plus 50¢ postage. Tut, tut, Mary! 
Why not just plain $4.50? 


© LARGE MAIL ORDER OPERA- 
TORS might be interested in a detailed 
article on order-flow published in the 
February, 1961, Edition of NOMA Tech- 
nical Quarterlies, Systems and Proced- 
ures-Data Processing. This is a publica- 
tion of National Office Management As- 
sociation at Willow Grove, Pennsylvania. 
Article is written by Joseph A. Scialfa, 
and is a slightly condensed version of 
school thesis. Copies of this booklet are 
available for $3.00 from NOMA. 


O LATEST INNOVATION ON Friden’s 
Justowriter is the facility for setting 
fully automatic justified composition on 
both the Recorder (Model AA) and 
Reproducer units. Previously, only the 
Reproducer could be used in this manner. 
By connecting a Motorized Tape Punch 
to the Reproducer, a tape can be auto- 
matically punched which will then auto- 
matically operate the AA Recorder. Thus 
an original tape prepared on a Justo- 
writer Recorder can produce, say, 8 pt. 
on the Reproducer, or it can be con- 
verted on the Motorized Punch to a 
tape which can be run back through the 
AA Recorder for justifying copy, for 
instance, in 12 pt. italic. Details avail- 
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. OR COLOR TRANSPARENCY REPRODUCTION 


OPAQUE 


serves you beautifully in every way... 


Nekoosa Opaque can be used in so many different ways . . . with so 
, many different art techniques! And the results are always things of beauty . . . thanks 
to Nekoosa Opaque’s startling white and exceptionally high opacity. 


Remember, too, that you can choose from an unusually wide choice 
of finishes . . . Vellum, English, Finesse, Ripple, Linen and Handmade. 


ie ... and its high opacity in the low weights 
saves you money in the bargain! 
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A Abilene, Texas 
Albuquerque, New Mexico 


Alexandria, Louisiana 
Amarillo, Texas 
Appleton, Wisconsin 
Atlanta, Georgia 
Atlanta, Georgia 


Baltimore, Maryland 


Baltimore, Maryland 
Baton Rouge, Louisiana 
Battle Creek, Michigan 
Billings, Montana 
Binghamton, New York 
Birmingham, Alabama 
Boston, Massachusetts 
Boston, Massachusetts 
Boston, Massachusetts 
Bridgeport, Conn 
Buffalo, New York 
Burlington, Vermont 
Butte, Montana 


CS Canton, Ohio 


Cedar Rapids, lowa 
Charlotte, North Carolina 
Chattanooga, Tennessee 
Chicago, Illinois 
Chicago, Illinois 
Chicago, Illinois 
Chicago, Iinois 
Cincinnati, Ohio 
Cleveland, Ohio 
Columbia, South Carolina 
Columbia, South Carolina 
Columbus, Georgia 
Columbus, Ohio 
Cumberland, Maryland 


© Dallas, Texas 


Davenport, lowa 
Dayton, Ohio 
Denver, Colorado 
Des Moines, lowa 
Detroit, Michigan 
Dubuque, lowa 


® Elmira, New York 
Enid, Oklahoma 
Evansville, Indiana 


® Fargo, North Dakota 
Fort Wayne, Indiana 
Fort Worth, Texas 


@ Galveston, Texas 


Grand Rapids, Michigan 


™ Hackensack, New Jersey 


Harrisburg, Pa 

Helena, Montana 
Holyoke, Massachusetts 
Houston, Texas 

Houston, Texas 
Huntington, West Virginia 


§ Idaho Falls, Idaho 
Indianapolis, Indiana 


J Jackson, Michigan 
Jackson, Mississippi 
Jacksonville, Florida 
Jersey City, N. J. 


® Kansas City, Missouri 


Kansas City, Missouri 
Knoxville, Tennessee 


& Laconia, New Hampshire 
Lewiston, Maine 

Lima, Ohio 

Little Rock, Arkansas 
Longview, Texas 

Los Angeles, California 
Louisville, Kentucky 
Louisville, Kentucky 


NEKOOSA-EDWARDS PAPER COMPANY 
PORT EDWARDS, WISCONSIN 


Mille at Port Edwards and Nek w , and d New York 


LITHOGRAPHED ON NEKOOSA OPAQUE. WHITE. BASIS 60 
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Southwestern Paper Company 
Butler Paper Compan 
Louisiana Paper Company, Lt 

Kerr Paper Company 

Universal Paper Corporation 

Vulcan Paper Corporation 

The Whitaker Paper Company 


The Barton, Duer & Koch Paper Company 


The Paper Supply Company 


Louisiana Paper Co. of Baton Rouge, Inc. 


Cortright Paper Co., Div. 
Yellowstone Paper Company 
Binghamton Paper Company 

Jefferson Paper Company 

D. F. Munroe Company 
Seaboard Paper Company, Inc. 
Tileston & Hollingsworth Co. 
Equity Paper Company 

Gebhard Paper Co., Inc. 

Vermont Paper Company, Inc. 
Ward Thompson Paper Company 


Herrington Paper Company 

J. W. Butler Paper Company 
Charlotte Paper Company 
Bond-Sanders Paper Company 
Atwood Paper Company 

J. W. Butler Paper Company 
Midland Paper Company 

The Whitaker Paper Company 

The Cincinnati Cordage & Paper Co. 
Brewer-Chilcote Paper Co. 
Epes-Fitzgerald Paper Company, Inc. 
Palmetto Paper Company 

W. H. Atkinson - Fine Papers 

The Cincinnati Cordage & Paper Co. 
Tri State Paper Company 


Southwestern Paper Company of Dallas 
The Peterson Paper Company 

The Cincinnati Cordage & Paper Co. 
Butler Paper Company 

Pratt Paper Company 

Butler Paper Company 

Weber Paper Company 


Horwitz Brothers 
Enid Paper Company 
Butler Paper Company, Inc. 


Dacotah Paper Co. 
Butler Paper Compa 


Southwestern Paper Company of Fort Wort 


Southern Paper Company 
Central Michigan Paper Co. 


Garfield Card & Paper Co., Inc. 
Penn Paper Company 

Ward Thompson Paper Company 
Plymouth Paper Company, Inc. 
Houston Paper Company 
Southwestern Paper Company 

The Cincinnati Cordage & Paper Co. 


American Paper & Supply Company 
Century Paper Company 


Crown Paper & Bag Co. 
Central Paper Company 
Jacksonville Paper Company 
Gotham Card & Paper Co., Inc. 


Butler Paper Company 
Wertgame Paper Company 
The Cincinnati Cordage & Paper Co. 


Goodwin Paper Company 
Berry Paper Company 
The Cincinnati Cordage & Paper Co 
Arkansas Paper Co. 

Etex Paper Co. 

Butler Paper Company 

The Rowland Paper Co., Inc. 
Superior Paper, Inc. 


2 COLOR OFFSET PRESS 


OPAQUE 


BY THESE NEKOOSA PAPER MERCHANTS: 


™ Macon, Georgia 
Memphis, Tennessee 
Miami, Florida 
Milwaukee, Wisconsin 
Milwaukee, Wisconsin 
Milwaukee, Wisconsin 
Minneapolis, Minnesota 
Minneapolis, Minnesota 
Mobile, Alabama 
Monroe, Louisiana 
Montgomery, Alabama 


™ Nashville, Tennessee 
Newark, New Jersey 
New Orleans, Louisiana 
New Orleans, Louisiana 
New York, N. Y. 
New York, N. Y. 
New York, N. Y. 
New York, N. Y. 
New York, N. Y. 
New York, N. Y. 
Norfolk, Virginia 


© Ogden, Utah 
Ok 


lahoma City, Oklahoma 


Omaha, Nebraska 
Orlando, Florida 


P Peoria, Illinois 
Philadelphia, Pa. 
Philadelphia, Pa. 
Philadelphia, Pa. 
Phoenix, Arizona 


Pennsylvania 


Portland, Oregon 
Providence, R. I. 


Pueblo, Colorado 


R® Raleigh, North Carolina 
Raleigh, North Carolina 
Reading, Pennsylvania 
Richmond, Virginia 
Rochester, New York 


S$ St. Louis, Missouri 
St. Louis, Missouri 
St. Paul, Minnesota 
Salt Lake City, Utah 
San Antonio, Texas 
San Diego, California 


San Francisco, California 


Savannah, Georgia 
Scranton, Pennsylvania 
Seattle, Washington 
Shreveport, Louisiana 
Sioux Falls, S. D. 
Spokane, Washington 
Springfield, Missouri 
Springfield, Missouri 


T Tacoma, Washington 
Tallahassee, Florida 
Tampa, Florida 
Terre Haute, Indiana 
Texarkana, Texas 
Toledo, Ohio 
Tulsa, Oklahoma 
Tyler, Texas 


Washington, D. C. 
Waterloo, lowa 
Wheeling, West Virginia 
Wichita, Kansas 
Williamsport, Pa. 
Worcester, Mass. 


Youngstown, Ohio 


New York, N. Y. 
New York, N. Y. 
San Juan, Puerto Rico 


Walla Walla, Washington 


© atianta - - - Peachtree Bidg. 
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The Macon Paper Company 
Memphis Paper Company 
Everglade Paper Company 
Dwight Brothers Paper Co. 
Standard Paper Company 
Universal Paper Corporation 
Butler Paper Company 
The Paper Supply Co., Inc. 
Partin Paper Compa 
Louisiana Paper Company, Ltd. 
W. H. Atkinson - Fine Papers 


Bond-Sanders Paper Company 
The Paper Mart, Inc. 

Butler Paper Company, Inc. 

The D and W Paper Company, Inc. 
Bishop Paper Company, Inc. 
Greenwich Paper Corporation 
Marquardt & Company, Inc. 
Hobson Miller Paper Co., Inc. 
Saxon Paper Corporation 
Walker-Goulard-Plehn Co. 
Epes-Fitzgerald Paper Company, Inc. 


American Paper & Supply Company 
Oklahoma Paper Co. 

Field Paper Co. 

Central Paper Company 


J. W. Butler Paper Compa 
Philadelphia Card & Paper Co., ion 
odes Paper Company 
Schuylkill Paper Company 
Butler Paper Company 
The Central Ohio Paper Company 
West Coast Paper Company 
Providence Paper Company 
Butler Paper Company 


Epes-Fitzgerald Paper Company, Inc. 
Raleigh Paper Company 

M. J. Earl Co. 

Epes-Fitzgerald Paper Company, Inc. 
Economy Paper Company, Inc. 


Acme Paper Company 
Butler Paper Company 
Anchor Paper Company 
American Paner & Supply Company 
Shiner-Sien Paper Company 
Butler Paper Company 
Pacific Coast Paper Company 
Atlantic Paper Company 
Elm Paper Company 

West Coast Paper Compa 
Louis Paper Company, Ltd. 
Sioux Falls Paper Company 
McGinnis Independent Paper Company 
Butler Paper Company 
Wertgame Paper Company 


Allied Paper Company, Inc. 
Capital Paper Company 

Tampa Paper Company 
Mid-States Paper Company, Inc. 
Louisi ‘aper Company, Ltd. 
Paper Merchants Incorporated 
Beene Paper Company 

Etex Paper Company 


Snyder-Crecelius Paper Co. 


The Barton, Duer & Koch Paper Company 


Waterloo Paper Company 
Clarke Paper Company 
Butler Paper Company 


Susquehanna Paper & Sanitary Supply Corp. 


Greenwich Bancroft Paper Corporation 


The Hearn Paper Co. 


EXPORT 
Champion Paper Corporation, S. A. 
Paper Corporation of United States 
Paper Corporation of Latin America 


REGIONAL SALES OFFICES: 


New York - 375 Park Avenue 
Chicago - - - Prudential Plaza 
San Francisco - Russ Building 


5000 IMPRESSIONS PER HOUR 
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able by writing D. D. Osborne, manager 


of promotion planning for Friden Inc., 


97 Humboldt Street, Rochester 9, New 
York. 


O ANOTHER LONG-TIME RECORD: 
Back in June and July of 1950, the C. B. 
Fleet Co., Inc., of Lynchburg, Va., mailed 
207,131 direct mail circulars to physi- 
cians and dentists . . . promoting Phos- 
pho-Soda, a product then already in use 
for fifty years. Within a short period of 
time, some 22,434 professionals asked 
for the generous sample offered by re- 
turning an enclosed permit business reply 


card. Then the inquiries stopped. Imagine 
the double takes in the Fleet Company 
offices when they received a request from 
a Cleveland dentist postmarked October, 
1960. It was the same postcard used in 
the 1950 mailing and it had not been 
used since then. Proves again that cer- 
tain types of direct mail have a long- 
lasting value. 


O DISPLAY WORLD is a magazine 
for people in the retail field ‘who are 
concerned with creating and maintaining 
indoor and window displays. It’s pub- 
lished at 407 Gilbert Ave., Cincinnati 
1, Ohio. Circulation Manager H. Glenn 
Reed sent us a four-page folder recently 
mailed to 57,000 retailers in the United 
States. Processed letter on the first page. 
Other three pages describe and illustrat- 
ing features in the magazine. Promotion 
cost just a little more than $4,000. With- 
in a short time there has been a return 
of 1.8% which moneywise equalled 
$5,300. Mr. Reed considered that a 
good return since the purpose was to 
maintain circulation guarantees. Just for 
the record . . . Display World promo- 
tions contain no gimmicks, no cut prices, 
nor premium appeals. If you would like 
to see a sample of the piece. Mr. Reed 
can probably furnish it. 


O BEING DIFFERENT is a specialty 
of our old friend, M. W. Finkenbinder 

. the fellow with the funny cartoons. 
He and his wife recently moved to a new 
home. To tell their friends about it, 
“Finkie” designed a plain ordinary ship- 
ping tag with a cartoon of two birds 
building a nest and just the simple word- 
ing over their signature, “We've moved 
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who uses 


INSURANCE COMPANIES use Ansa-Letter to obtain leads 
for their agents, as door openers, to seek out interested prospects. 
Several of the Top Ten use Ansa-Letter religiously. 


PUBLISHERS use Ansa-Letter to add new subscribers and write 
up earlier renewals. A half-dozen or more of the nation's biggest 
publishers report A-L does the assigned job for them, time and again. 


MUTUAL FUNDS find Ansa-Letter is their answer to pulling 
more inquiries from qualified prospects. Two of the country’s largest 
and most aggressive mutual fund retailers, among many others, 
use Ansa-Letter profitably. 


FINANCIAL, INVESTMENTS, ADVISORY SERVICES 
employ the various Ansa-Letter formats to build prospect lists, 
offer prospectuses, sell weekly, monthly and yearly services. 
Name any of the dozen leading organizations in this category, and 
it’s 12 to 1 the company is an Ansa-Letter account. 


FUND RAISERS report a greater percentage of returns and 
higher average contributions with the use of Ansa-Letter. Many 
well-known public health and welfare groups are delighted with 
A-L's performance. 


IN ADDITION—MAIL ORDER HOUSES use Ansa-Letter to 
build and qualify catalog lists, to offer new and staple items, to 
move tail ends of inventories. OTHER BUSINESSES use Ansa-Letter 
to offer their services, dispose of used equipment, conduct 
surveys, clean lists, etc. 


—and why... 


EVERYONE who uses the mails to promote a product, service or 
campaign, can use Ansa-Letter profitably. It's in-the-mail cost 

is LOWEST of all die-cut letters! It's cost-per-answer is lower than 
other formats! Anu there's an Ansa-Letter style and size for 

every direct mail purpose. 


TEST ANSA-LETTER SOON. Use our creative facilities. 
Request our prospect-list recommendations. Avail yourself of our 
free consultation services. Ask about our mailing arrangements. 
IF you mail 25,000 pieces or more annually, and have not yet 
received the chock-full of samples Ansa-Letter folio, complete 
with price schedule, write for it now—on your letterhead, please— 
to Mel BerlinS P.M. 


DIVISION OF LATHAM PROCESS CORP 


%, 200 HUDSON ST., N.Y. 13, N.Y. WOrth 6-4500 


NEW ENGLAND REGIONAL OFFICE WEST HARTFORD, CONN.-PHONE AD 6-0395 
SOUTH-WEST REGIONAL OFFICE—OKLAHOMA CITY, OKLA.—PHONE WI 2-4830 
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ENVELOPES CAN 
MAKEA 


YOU get in Tension 
Open End Envelopes 


You've heard it said, “the more you 
put into a job, the more you get out 
of it.” So it is with Tension open 
end envelopes. 


YOU GET...... 
EXTRA DEEP FLAPS 


for quicker, flatter, solid sealing 
from the larger, heavier gummed 
area. No wrinkles to catch and tear. 


DOUBLE-STRIP SEAM GUMMING 


on larger sizes for double strength 
and real security. Well gummed seams 
without excess lips won't wrinkle, 
catch or tear. 


EXTRA WIDE-EXTRA DEEP 
BOTTOM SEAMS 


..“burst-free” security of contents. 


PRE-FOLDED FLAPS, 


extended for faster inserting, 
faster, more accurate folding. No 
“crushing” scores to break fibers and 
cause break-out of contents. 


FREE SAMPLES! Mail Coupon Below 
TENSION ENVELOPE Corp. 


South Hackensack, N. J. St. Lowis 10, Mo. 
Memphis 2, Tenn. + Minneapolis 1, Minn. 
Kansas City 8, Mo. + Des Moines 14, Ia. 

Ft. Worth 12, Tex. 


TENSION ENVELOPE CORPORATION 
Campbell at 19th St., Kansas City 8, Mo. 
Send FREE SAMPLES so | can see the dif. 
ference. Also send prices on envelope(s) 
attached in quontities noted. 


City 
See eee eee ee 


to 4345 Sunshine Drive, St. Louis 16, 
Mo. Here’s your key!” Attached to the 
tag was a house key on a chain. On the 
other side of the tag, their address and 
a 4¢ stamp. 


O GOOD IDEA for a change of ad- 
dress or announcing something new: 
The I. S. Berlin Press, 3201 N. Kimball 
Ave., Chicago 8, IIL, recently made a 
sizable addition to their plant. Their 
previously used letterhead became out- 
dated. So an announcement letter was 
processed on a four-page 8%” x 11” 
letter format but with an extra 24%” 
flap at the top of the first page. Shown 
at the top of the letter with the flap 
turned down was a reproduction of the 
old letterhead with a crayon crossing 
out the previous picture of the plant. 
Lift the flap and there is the new letter- 
head underneath it with drawing of 
the greatly enlarged plant. Inside is a 
giant aerial view taken by a helicopter, 
showing the new plant, a building along 
the Northwest Expressway, just 12 min- 
utes away from the Chicago Loop. An 
excellent job. 


O COLORFUL PROMOTIONS are get- 
ting more numerous. One of the recent 
best came from our old friend, Joseph 
N. Kallick, who created the King Korn 
Stamps Gift Book, titled “Your Wonder- 
ful World of Precious Gifts.” The full- 
color photographs are something to rave 
about. The cataloging is easy to follow. 
If you are not in the area where King 
Korn Stamps are used, you should be 
able to get a copy of the beautiful 
60-page, 84%” x 11” gift book by writ- 
ing to the King Korn Stamp Co., 6001 
N. Clark St., Chicago 26, Ill. 


O SINCE WRITING THE ABOVE 
short note, we have had two other 
trading stamp catalogs called to our 
attention. The S&H Green Stamp catalog 
published by The Sperry and Hutchin- 
son Co., 114 Fifth Ave., New York 11, 
N. Y., and the Top Value Stamp catalog 
produced by Top Value Enterprises, Inc., 
P. O. Box 341, Dayton 1, Ohio, are 
outstanding, which seems to prove that 
the trading stamp people are going all 
out for fine, full-color reproduction and 
beautiful typography. A credit to the 
graphic arts field. 


O FULL COLOR stamps which can be 
used in dozens of ways as sales promo- 
tion pieces are available from Taylor- 
Merchant, 48 West 48th Street, N. Y. 36, 
N. Y. Called Minipix, the stamps come in 
three sizes—Regular (142” x 1”), Double 
(1%"x2") and Giant (2” x3”). The 
subject matter on the stamp can be repro- 
duced from any good 35mm _trans- 
parency, and up to 50 words of copy can 
be included on the two larger sizes. 


Stamps are gummed, and prices start at 
$42 for 3000 regular size, $46 for double- 
size, and $67 for giant size. Full infor- 
mation available by writing Taylor- 
Merchant. 


O A SUPER-ATTRACTIVE paper 
sampling portfolio was recently issued by 
Nekoosa-Edwards Paper Co., Port Ed- 
wards, Wis. Inside the cover, depicting 
an approaching thunderstorm, there was 
a die-cut sheet showing a girl being 
offered an umbrella. The die-cut aperture 
represented the umbrella itself, made up 
of twelve different stripes of colors. Un- 
der the flap, a series of twelve paper 
samples of different colors . . each 
sheet a little longer than the predecessor. 
And on each sheet, part of a colorful 
artist’s sketch of Central Park, making a 
complete sketch when gathered together 
in the portfolio. An interesting format 
with many possible adaptations. 


O A “POST OFFICE” THAT CAN be 
carried in the pocket or purse is avail- 
able from Postamatic, Dept. 118, 1549 
Belfield Avenue, Philadelphia 41, Penn- 
sylvania. Called the Postamatic Pocket 
Post Office, it consists of a pigskin case 
with stamp case, address book, zippered 
money pocket, two utility pockets, pencil, 


memo pad, postage rate sheet and the 
Postamatic postal scale. The scale per- 
mits users to read the correct postage 
for first class and airmail letters weigh- 
ing up to four ounces. The manufac- 
turers claim it is an ideal premium or 
business gift. It is priced to retail under 
$5.00. Details from the manufacturer. 


O GOOD CHANGE OF ADDRESS 
notice designed by Bernard Nagler Ad- 
vertising Design. To tell clients, prospects 
and list owners that he had moved to 
442 North La Cienaga Blvd., Los An- 
geles 48, he enlarged a_ standard 
“Returned to Writer” notice—complete 
with pointing finger—from an envelope 
and printed it on an 8%” by 11” sheet 
of chipboard. Caption reads: “No such 
number. Postage Due — Cents.” In the 
blank spot he pastes a foreign stamp— 
a different one on each board. Very 
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What makes ordering Hammermill 
Graphicopy Papers so easy ? 
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(Tear out this coupon now and attach it to your business letterhead.) 


FREE—Hammermill Graphicopy Paper Selection Guide 
To: Hammermill Paper Co., 1621 E. Lake Rd., Erie 6, Pa. 


PLEASE SEND MY FREE HGPSG. 


Or the Hammermill Graphicopy Paper 
Selection Guide. With this handy chart 
you simply (1) find your item on the com- 
plete list of papers for office printing 
and duplicating, (2) phone your nearby 
Hammermill supplier, (3) give him the 
Graphicopy stock number and the quantity 
you want. 


What number? 10-004, for example. 
That stands for Hammermill Bond, 814 x 
11, white, substance 20. No need to men- 
tion the grade, size, color or weight of the 
paper you want. Just the number. 


The time-saving HGPSG can be used 
as a wall chart or file folder. Ask your 
Hammermill supplier for your free copy, 
or attach the coupon below to your business 
letterhead and mail to the Hammermill 
Paper Co., 1621 East Lake Rd., Erie 6, Pa. 


| 


HAMMERMILL GRAPHICOPY PAPER SELECTION GUIDE 

= E-Z PAPER PAK = | 

| APY’ - | 


eye-catching, and a good testimonial to 
Mr. Nagler’s ability in ad design. Saw 
this recently in Between Calls, newsletter 
of Zellerbach Paper Company. 


O MORE MILEAGE from the adver- 
tising dollar is the byword at Bankers 
Trust Company, 16 Wall Street, New 
York. Banker's Trust used a series of 
photos on scene of New York in their 
newspaper advertising, but with mechan- 
ical costs increasing, they felt they ought 
to get more use out of existing material. 
So from the photos they developed an 
ll-panel display of New York scenes 
for their Madison Avenue branch offices. 


in car card, window and floor display 
material, and in check statement inser- 
tions. Finally, they have put the photos 
together in a handsome little booklet 
called simply “New York,” which they 
have been handing out to visitors to 
branch offices. Don’t know exactly what 
their policy is, but you might chance 
a letter to them and request a copy. It 
is well worth seeing. 


O A BLUE AND WHITE file folder 
from Business Week did an effective job 
of pointing out the selectivity of their 
circulation. (Each year they turn down 
hundreds of thousands of dollars worth 
of non-management readers). The folder 


Simultaneously, the bank used the photos 


A machine that labels up to 
16,000 printed pieces per hour? 


... and handles a wide range of sizes and thicknesses too? 

Yes, the Cheshire Model E! This remarkable machine automati- 
cally applies labels to all types of printed pieces at cost-cutting 
high speeds. Requires only simple adjustments to handle 


smaller postcards and envelopes... 


middle-sized pamphlets 


and brochures... or larger magazines, catalogs and quarter- 
fold tabloids. Applies wide-strip, narrow-strip, continuous pack 
+ form, cut or individual labels. Easy to operate, tool 


CHESHIRE 


INCORPORATED 


descriptive brochure. 


The Cheshire Model E. 


Write for 


Dept. RDM-6, 1644 N. Honore Street, Chicago 22, Illinois 


| 
| 
| 


was marked “Exception” on the tab, and 
carried the caption “WHAT NEVER?” 
and then much smaller “Well hardly 
ever .. .” Inside were three letters. One, 
a note from Jim Randolph, advertising 
director, explained that Business Week 
had received a charming letter from a 
non-management reader who wanted to 
subscribe and had been turned down. 
Her letter very humorously explained 
her position and finished by saying: 
“Should you decide to reject my appli- 
cation for a subscription again, please 
do not return it to me but rather donate 
it to the “Fund for Supplying Coffee to 
Stockholders at Annual Meetings.” The 
reply from circulation manager Ralph 
Blackburn accepts her subscription since 
“our policy is not entirely without ex- 


ception.” The covering note from Jim 
Randolph shows that 1.7 of Business 
Week's circulation falls into the “All 


Others” category. 


O 170,000 JUMBO POSTCARDS are 
being mailed out by Radio Advertising 
Bureau member stations to local and 
regional advertisers and their agencies. 
The campaign consists of 16 different 
brightly colored 2%” x11” cards cen- 
tering around the theme “16 for ‘61”. 
Copy will stress radio’s universal cover- 
age, its economy, its growth compared 
to other media, and its influence with 
specific consumer groups. 


O BUSINESS IS PICKING UP. Good- 
ren Products Corporation, 101 West 
Forest Ave., Englewood, N. J., mailed 
to 6,000 advertising and sales promotion 
execs in March and pulled a 124% 
return. Offer was a free book showing 
Goodren products (they make Crystalet- 
ter and other transparent printed sales 
aids). This is quite a departure from 
their usual 2-3% on similar offers. Just 
one of many indications that the worst 
may be behind us. 


O HOW BIG IS ADVERTISING? Ac- 
cording to a recently released census 
report of 1958 on advertising agencies 
receipts, darn big. 4,250 agencies re- 
ported receipts of $4,346,909,000. They 
reported receiving $508,219,000 in com- 
missions and $136,804,000 income from 
sales of advertising materials and serv- 
ices. Can you name the three top adver- 
tising cities in total receipts and income? 
New York and Chicago are easy, but 
see how many of your friends name 
Detroit to the third spot. 


O INVISIBLE INK postcards have been 
mentioned here before, but now M. E. 
Moss Company, 119 Ann Street, Hart- 
ford 3, Connecticut, has come up with 
a variation on this tried and true theme. 
Moss’ new product is their Koffee Koster, 
made of the same type of absorbent 
paper. As with the postcards a “hidden” 
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TOP PRESS 
PERFORMANCE 


FINCH, PRUYN AND COMPANY, INC. GLENS FALLS, N.Y. 
THIS INSERT PRINTED ON 70 LB. FINCH OFFSET (SEE NEXT PAGE FOR DETAILS) 
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GET QUALITY PLUS ECONOMY WITH FINCH OFFSET 


FINCH OFFSET compares in brightness, finish, formation and 
press performance with sheets costing much more. It is adapt- 
able to black and white halftones of various screens, line work 
and combinations as well as color process work. For excel- 
lent quality direct mail jobs, booklets, brochures, folders and 
many other printed pieces, use economical FINCH OFFSET. 
Ask your paper merchant now for samples and specifications. 


FINCH, 
PRUYN 


AND COMPANY INC GLENS FALLS NY 


THESE FINE PAPER MERCHANTS DISTRIBUTE FINCH OFFSET 


ALABAMA 

Sloan Poper Company 
CALIFORNIA 

Kelly Paper Company 

K. L. Moses 

CONNECTICUT 

George W. Millar & Co., Inc. 
Carter Rice Storrs & Bement 
John Carter & Co., Inc 

Carter Rice Storrs & Bement 
DISTRICT OF COLUMBIA 
The Whitaker Paper Co. 
Wilcox-Walter-Furlong Paper Co. 
FLORIDA 

Jacksonville Paper Company 
Everglade Paper Company 
Central Paper Company 
Capital Paper Company 
Tampa Paper Compony 
GEORGIA 

Sloan Paper Company 
ILLINOIS 

Berkshire Papers, Inc. 
Bradner Smith & Company 
Midland Paper Co. 

Reliable Paper Co. 
INDIANA 

The Millcratt Paper Company 
Central Ohio Paper Company 
MacCollum Paper Company 

Western Newspaper Urion 
LOUISIANA 

A to Z Paper Company 
MAINE 

Carter Rice Storrs & Bement 
C. M. Rice Paper Company.. 
MARYLAND 

Mudge Paper Company 
The Whitaker Paper Company... 
MASSACHUSETTS 

Carter Rice Storrs & Bement 
D. F. Munroe Company 
John Carter & Co., Inc. 


The J. C. Campbell Paper 


Judd Paper Company 
Corter Rice Storrs & Bement 
John Carter & Co., Inc. 


Birmingham 


Los Angeles 
Los Angeles 


Bridgeport 
East Hartford 
East Hartford 

New Haven 


Washington 
Washington 


Jacksonville 
Miami 
Orlando 
Tallahassee 
Tampa 


Atlanta 


Chicago 
Chicago 
Chicago 
Chicago 


Fort Wayne 


Indianapolis 


Indianapolis 
Des Moines 
New Orleans 


Augusta 
.... Portland 


......Baltimore 
....Baltimore 


Boston 
Boston 
Boston 
Brockton 
Holyoke 

.... Springfield 
... Springfield 


Carter Rice Storrs & Bement 
The J. C. Campbell Paper Co. 
MICHIGAN 

Central Ohio Paper Company 
Service Paper Co. . 
Central Michigan Paper Co. 
Triquet Paper Company 
MINNESOTA 


Minnesota Paper & Cordage Co.. 


Inter-City Paper Company 
MISSOURI 

Carpenter Paper Company 
Tobey Fine Papers, Inc. 
Tobey Fine Papers, Inc..... 
NEBRASKA 

Carpenter Paper Company... 
Western Paper Company 
NEW HAMPSHIRE 

John Carter & Co., Inc....... 
C. M. Rice Paper Compony 


The J. C. Compbell Paper Co......... 


NEW JERSEY 

Central Paper Company... 
Central Paper Company 

NEW YORK 

W. H. Smith Paper Corp 
Binghamton Paper Co., Inc..... 


H. P. Andrews Paper Company. 
Baldwin Paper Company, Inc 
Beekman Paper Co., Inc. 
Bulkley Dunton & Co., Inc 
The Canfield Paper Company 
Linde-Lathrop Paper Co., Inc...... 
Lindenmeyr-Schlosser Company 
Millbrand Paper Co. 


Nelson-Whitehead Paper Corp. .... 


Reinhold-Gould, Inc....... 

Ris Paper Company, Inc 

The Whitaker Paper Company 
Fine Papers, Inc.. 

J. & F. B. Garrett Company 
The Alling & Cory Company 
NORTH CAROLINA 


Worcester 
Worcester 


Detroit 

Detroit 

Grand Rapids 
Lansing 


Minneapolis 
St. Paul 


Kansas City 
Kansas City 
St. Louis 


Omaha 


Omaha 


Concord 
....Concord 


.... Manchester 


.....Newark 
Trenton 


Jamestown 


York City 
New York City 
York City 


New York City 


New York City 


...New York City 


Epes-Fitzgerald Paper Compony 


OHIO 

The Millcraft Paper Company. 
The Chatfield Paper Corp. 
The Whitaker Paper Company 


The Millcraft Paper Company... 


Central Ohio Paper Company 
Central Ohio Paper Company.. 
The Whitaker Paper Company. 
The Millcraft Paper Company... 
Paper Merchants, Inc...... 
PENNSYLVANIA 
Wilcox-Walter-Furlong Paper Co 
The Alling & Cory Company 


Wilcox-Walter-Furlong Paper Co... 
Wilcox-Walter-Furlong Paper Co... 


The Whitaker Paper Company.. 
Megargee Brothers, Inc........ 
Wilcox-Walter-Furlong Paper Co. 
Mudge Paper Company.. 
RHODE ISLAND 

The J. C. Campbell Paper Co...... 
Carter Rice Storrs & Bement 

John Carter & Co., Inc. 

SOUTH CAROLINA 


Akron 
...Cincinnati 
Cincinnati 
Cleveland 
Columbus 
Dayton 
Dayton 
Toledo 
Toledo 


Bethlehem 
Harrisburg 
Harrisburg 

Philadelphia 
Pittsburgh 
Scranton 
Scranton 
York 


Pawtucket 
Providence 


Epes-Fitzgerald Paper Comp 
TENNESSEE 


Sloan Paper Company... 


Southern Paper Company 
Southland Paper Co...... 
Clements Paper Company 
TEXAS 

Clampitt Paper Company 


Clompitt Paper Company... 


Clampitt Paper Company 


Clampitt Paper Company... 


VIRGINIA 
Caskie Paper Co., Inc. 
Epes-Fitzgerald Paper Company 


Epes-Fitzgerald Paper Company..... 


WASHINGTON 

Kaplan Paper Company 
WEST VIRGINIA 

Copco Papers, Inc............. 
WISCONSIN 

The Bover Paper Company 
CANADA 

The Kruger Paper Co., Ltd 


Knoxville 
.... Memphis 
Nashville 


.....Fort Worth 
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The Alling & Cory Company........................Buffalo o9 : 
~ The Millcraft Paper Company ae 

New York City 
New York City Richmond 

.....New York City 


message appears when the Kuster is wet. 
Cost 24%¢ each in minimum quantities 
of 1,000. Sample and full information 
available by writing Moss at the above 
address. 


O BODDEN & DECHY Advertising, 65- 
67, Rue Du Lombard, Bruxelles 1 
(Bourse) Belgium, recently won an award 
from the British Direct Mail Advertising 
Association for a “holiday” message in 
a bottle which said “Are in holiday in 
our sunny island”. The significance of 


the direct mail piece and its caption 
escapes us, but it must have made some 
point to have won an award. This is 
Bodden & Vechy’s eighth award, pointing 
out (they say) that shoemakers do not 
always wear the worst shoes. 


O WITH 15 OTHER SUBURBAN 
movie houses all showing the same 
release he was featuring (Walt Disney's 
Swiss Family Robinson), Newton, Massa- 
chusetts, theater manager Alex Castoldi 
turned to direct mail to hypo attendance. 
He sent out 1,000 brochures on the movie 
to local children from names secured 
from the PTA. Offer was free admittance 
for a child if accompanied by an adult, 
at the 9:30 a.m. Saturday showing only. 
Mr. Castoldi realized a 40% return on 
the mailing. And even though this pri- 
marily young folks show was playing 
during a school week, attendance was 
excellent. Over the weekend, Mr. Cas- 
toldi’s theatre compiled the largest two- 
day weekend gross in its history. 


O MAIL ORDER TRENDS for the first 
quarter of 1961 (as reported by Lewis 
Kleid, Inc., 25 West 45th Street, New 
York 36) show that results are ahead 
of the first quarter of 1960. 44.8% of 
mailers in the consumer field reported 
that results were excellent, while 61.5% 
of those in the Business and Financial 
area said business was excellent. In com- 
parison with 1960, 70.9% consumer 
mailers reported that business was better 
or the same, while 85.2% in the Business 
and Financial field reported the same 
verdict. 


O THE PRINTING INDUSTRY OF 
AMERICA has just announced plans for 
the Tenth Annual P.I.A. Printers and 
Lithographers Self Advertising Exhibi- 
tion and Awards. The competition is 


JUNE, 1961 


open to all firms in the U.S.A. and 
Canada engaged primarily in the pro- 
duction of printed matter by letterpress, 
lithography, gravure, silk screen or com- 
parable process. Awards are given for 
both advertising campaigns and individual 
specimens to firms in three separate size 
categories. Prizes consist of three $1,000 
cash awards and nine Benjamin Franklin 
statuettes. No entry fee is required. For 
further information contact Printing In- 
dustry of America, Inc., 5728 Connecti- 
cut Avenue, Washington 15, D. C. 


O THE WRONG WAY TO do things. 
An engraver sent out this letter by third- 
class bulk mail, letter dated March 3. 
“Dear Customer. Price Increase—effec- 
tive March 15, 1961 .. . Our new prices 


are only slightly higher and ail orders 
received before March 15 will be invoiced 
at the old prices.” You guessed it. The 
letter arrived on March 16th. Grrr. 


O OPERATION MIAMI nicknames a 
recent mailing of 400,000 color postcards 
by French auto maker, Renault. The 
cards were mailed from Florida to pros- 
pective customers in 28 countries around 
the world. Renault’s new model is called 
the “Caravelle” in this country, but over- 
seas it is known as the “Floride”’—voila, 
the tie-in. Two cards were mailed out a 
week apart to a prospect list of 200,000. 
The first card said: “Wish you were here. 
Having a wonderful trip in Florida” 
and it’s signed “John.” The second said: 
“Having had a really amazing journey 


ANNOUNCING the NEW 


. featuring 
The ‘EXPOSURMINDER’ 


Both paper and film (35mm), 
can be used in this 

machine. The 'Expo- 
surminder’ permits 

changes from one to 

the other with a 

minimal of adjust- 

ment despite the 

difference in exposure 
requirements between the two. 


‘Heads’ by 
Model 840, 
Text by 

Model 610. 


Cutting Costs 
Is Our Business 


VISUALS, HEADINGS, DISPLAYS, CHARTS 


You can have a limitless supply and variety of ‘headline’ type for 
your layouts, mechanicals, signs, labels, etc., plus transparencies for 
projection or silk screen work. Simply dial your copy. In less than ninety 
seconds a smudge-proof, micro-sharp print will emerge, ready for use. Type 


fonts are changed like phonograph discs... 


and never wear out. Hundreds 


of different styles of type ranging up to 84 points in size. 


The HEADLINER machine is 
completely automatic. The process 
is photographic with all develop- 
ing, washing and fixing self con- 
tained and automatic. No dark-room 
or trays needed. Your office girl 
operates it at her office desk. 


VARITYPER CORPORATION 


SUBSIDIARY OF ADORESSOGR APH - MULTIG# APH CORPORATION 


720 FRELINGHUYSEN AVENUE NEWARK 12, NEW JERSEY 
Please send HEADLINER Book H-64 
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For less than a penny 


Get your message printed, 
inserted, and sealed in an 
envelope ready for addressing. 
And it’s al! Gone quickly and 
simultaneously on a single 
machine developed by 
Cupples-Hesse. 


KWIK-MAIL is ideal for 


MAILINGS 
¥ mass mailings 


COST When you need quantities of 
standard messages such as 

deliquent payment notices, 
special sale announcements, 
coupons, or thank you notes, 
KWIK-MAIL 6% size envelopes 
with 3% x 5% inserts will give 
you fast, economical, and 
effective action. You may 
address the envelope, or 
address the insert through 
an open panel window. 


KWIK-MAIL meets all current 
and proposed postal laws 


A recent post office ruling issued 
in January recommends that, 
effective January 1, 1963, all 
third class envelopes be 

sealed on all four sides to meet 
the requirements of automatic 
postal handling equipment. 
Cupples-Hesse had the foresight 
to engineer KWIK-MAIL 
envelopes so that they meet 
these new specifications and all 
existing postal requirements. 
Currently, KWIK-MAIL is 
available in the postage saver 
for third class or completely 
sealed for first class. 

This is only one example of 
long-range planning at 
Cupples-Hesse. 


Call Your Local Representative 
Today For Information 


Consult yellow pages under ‘‘Envelopes” or *'Tags”’ 


Cupples-Hesse Company 


Division of St. Regis Paper Company 


St. Louis 15 Detroit 16 Des Moines 13 
4110 N. Kingshighway | 3635 Michigan Ave. | 1657 E. Madison Ave. 
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in our Floride. Au revoir.” The second 
was signed “Renault.” The cards went 
as far away from Miami as Tasmania 
and Tanganyika, and were written in 
nine languages including Serbian and two 
German dialects. 


O A NEW HIGH SPEED smal! offset 
printing press has been developed by 
Davidson Corporation, a subsidiary of 
Mergenthaler Linotype Company, Brook- 
lyn, New York. The machine, called 
“Dualith 500,” comes in a choice of 
four modern colors to match modern 
office decor. It will handle the very 
lightest to the very heaviest paper stocks 


in sizes up to 11” by 17”. It reproduces 
from either metal plates or paper mas- 
ters. According to William Ward David- 
son, president of Davidson Corporation, 
the machine is the most versatile offset 
printing machine ever designed. It will 
print two sides of the sheet simultane- 
ously, printing one side by offset lithog- 
raphy and the other side by direct 
lithography. 


O A SIX-PENCE GLUED to the top 
of the first page of a four page question- 
naire provided an interesting incentive to 
brides who received the mailing. The 
questionnaire sought to determine read- 
ing preferences of brides and brides-to-be 
among three magazines—Modern Bride, 
Bride & Home, and The Bride's Maga- 
zine. As a post script after the signature 
of M. Frances Estep, who handled the 
survey for Bridal Consultants, 6 East 
36th Street, New York, was this surpris- 
ing piece of information. “Please accept 
the sixpence as our thank you for your 
cooperation. “Then right below—‘“Some- 
thing old, something new, something 
borrowed, something blue, and a lucky 
sixpence for your shoe.” Don’t remember 
having ever heard that last line, but if 
authentic, the tie-in is just fine. 


O WHITE ON WHITE was the design 
problem faced recently by John R. 
Evans & Co. and its agency, Atlantic 
Industrial Publications Inc., 407 White 
Horse Pike Oaklyn, N. J. The Evans 
Company produces kid leathers, and in 
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“OUR ELLIOTT ADDRESSING SYSTEM PAID FOR ITSELF IN THE 


“The efficiency of our Elliott System let us cut our staff from 9 
to 4 — while our mailing list doubled from 40,000 to 80,000.” 


Whether your list is big or little, Elliott can speed up your 
mailing and save you money. 


inoustries 


Manufacturers of Elliott Addressing Machines and Data Imprinting Systems 


THE UNIQUE TYPEWRITEABLE 
STENCIL, heart of every Elliott System, 
saves space, costs little, gives thousands of 
clean impressions. 


Elliott Industries, Inc. 
143 Albany St., Dept. R-61, Cambridge, Mass. 


Please send me information about the cost- 
saving Elliott Addressing System suited to my size 
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Bargain introductory offer 
proves “Clip Book’ art saves 
you time and money. Top 
quality ready-to-use art for ads, 
printing, publications, direct 
mail, etc. Offset, letter 

press, silk screen 

Many art proofs from “Art 
Director's Clip Kit’ and 

Clip Book of Line Art 
enough for dozens of paste-ups 
Satisfaction guaranteed—no 
Obligation—no strings 
Merely attach $1.00 to your 
letterhead. (Only one to a 
customer—and new 
customers only 


Harry Volk Jr. Studio 


Pleasantville 3, New Jersey 


PROJECTION ART 
Ready-to-wse art on translucent stock for 
LJ projyectuals. A specialized service for visual we 
communications. Write above address for 
samples. prices 


HGARAN 


Photo 
Engravers 


POWODERLESS ETCHING 
4 COLOR PROCESS 
BLACK AND WHITE 
ZINC AND COPPER 


Engraving Co., Inc. 
44 West 28th St.,New York 1, N.Y. 


MURRAY HILL 9-8585 


preparing a folder to display samples of 
their white kid, found a problem with 
paper. Their slogan has always been 
“There's nothing whiter than . . .” Joseph 
V. Clawges of Atlantic sent us the piece 
and explained the problem. “Unfortu- 
nately, modern white printing papers did 
little to flatter this claim, and in fact, 
destroyed our entire story. Having been 
one of many organizations that ham- 
mered for whiter and whiter papers for 
a goodly number of years, we sheepishly 
approached several local paper mer- 
chants looking for a white paper, vintage 
1946. We finally chose Strathmore’s 
“Snow White” cover—basis 65.” The 
result is a handsome folder with leather 
samples inserted in pockets. The con- 
trast is exciting and the whole job is 
well done. 


O A CIRCULATION PROMOTION 
effort that deserves mention here came 
to us from Hal Levinson, sales promo- 
tion manager of American Hospital As- 
sociation, 840 North Lake Shore Drive, 
Chicago 11, publishers of Hospitals. 
The mailer, a broadside folded down 
four times from 18” x 16”, is printed 
single color (blue) on white stock. Copy 
on front reads: “Broaden the horizons 
of your hospital staff.” Opening once 
finds a line drawing of the Eiffel Tower 
below the word Paris and the caption: 
“Paris in the Spring is a grand idea. 
Undoubtedly a trip to France would im- 
prove the cultural outlook of your staff 
but would it help your hospital opera- 
tion. It probably wouldn't, so Paris is 
out.” Opposite the Parisian depiction is 
Berlin and a drawing of the Branden- 
burg Gate. The folder opens once more 
to find New York, New Orleans, Chi- 
cago and San Francisco, keeping the 
same copy approach in mind. Finally, 
the broadside opens to full size to say 
that the best way to keep your staff well 
informed and up-to-date is to have them 
read Hospitals. While inexpensively 
printed, the little travel folder is appeal- 
ing. It was recently mailed to adminis- 
trators of about 10,000 hospitals in the 
U. S. A. and Canada. Hal might have 
a couple left over if you wanted to see 
the actual piece. 


O A GOOD DIMENSIONAL format 
was used successfully by Bell & Howell 
Company, 14 E. Jackson Blvd., Chicago 
4, for their Phillipsburg Inserters. Cover 
of the four page french-fold piece is 
an artist's rendition of an automobile 
dashboard. There are four “dials” which 
are die cut holes through which four 
captions appear. They are: “Low Speed 
and High Cost of Manual Mailing Oper- 
ations”, “Empty Envelopes Duplicate In- 
serts”, “Large Staff of Temporary and 
Drafted Personnel”, and “Missed Dead- 


YOU'LL 
NEVER 
KNOW 


. . whether we can help you im- 
prove the results you're getting 
from your direct advertising un- 
less you inquire. 


The Buckley Organization, Inc. 
2106 Phila. National Bank Bidg. 
Philadelphia 7, Pa. LOcust 3-0180 


Now serving such clients as IBM Electric 
Typewriter Div. 0 18M Data Processing Div. 
© 18M World Trade Corp. © Mosier Safe 
Company © Service Bureau Corp. UO Farm 
Journal CO Lummis &Co.(Div. of U.S. Tobacco) 
OPurexCorp. DuPont OJ.B. LippincottCo. 
2 Hastings & Co. Inc. 


DON'T BE AN 
INSTRODMAUTGAOMHRIFCTC 

And it’s not too tough these days to 
be one. But if you are one. . . get 
help at once. No sense carrying a 
grouch around all day. No sense 
hampering your creative flair for 


adding sales power to your com- 
pany’s direct mail. 


What’s an INSTRODMAUTGAO- 
MHRIFCTC? It’s a he or a she, 
whatever the case may be, who fre- 
quently can be found muttering: “I 
never see The Reporter of Direct 
Mail Advertising until the guys ahead 
of me have read it from cover to 
cover”. 


Silly, no? No . . . not so. Silly to be 
without your own subscription. So 
drop a note or a card to Direct Mail, 
224 7th St., Garden City, L.I., N.Y. 
Tell us to sign you up. We'll bill you 
$6 for one year and start your first 
copy pronto. 


Incidentally, two subscriptions can 
be had for $10; three for $12. 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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You ran all the way home! In your hand, 
flapping in the wind, was the first draw- 
ing you had made in kindergarten. It 
had to be for your mother. 

And sure enough, when you showed it 
to her she agreed it was beautiful. Had 
you done it all by yourself, she wanted 
to know? Imagine! 

Perhaps Rembrandt himself knew 

ATLANTIC 


= 


such pride. But it hardly seems possible. 

And perhaps you'll never know pride 
in quite that way again. Yet now, as you 
look at a fine piece of printing that has 
just come off the press, you feel some- 
thing very close to it. 

Pride. We share it with you. Because 
good printing begins with good papers. 
And that’s the only kind we make. 


FINE PAPERS 


EASTERN FINE PAPER AND PULP DIVISION - STANDARD PACKAGING DIVISION - BANGOR, ME. 
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Atlantic Bond’s new 
whiter white 1s a showcase 
for your fine printing 


Have you noticed the fluorescent whiteness of this page? 
Actually, the paper is Atlantic Offset, but you'll find this 
brilliant whiteness in our new Atlantic Bond, too. 

Blacks look blacker. Colors are more brilliant. Type 
has a new snap. Atlantic Bond's new white makes your 
good printing look even better. 

We've been able to give you this whiter white with- 
out sacrificing Atlantic Bond's outstanding printing and 
typing qualities. And each sheet still bears a genuine 
watermark, including the substance number of the paper. 

Atlantic Bond is available in 13 colors, in addition 
to the new whiter white. And in Regular, Ripple and 
Linen finishes. Ask your Eastern Franchised Merchant 
for samples. Or write us direct. 


LASTERN FINE PAPERS 
EASTERN FINE PAPER AND PULP DIVISION * STANDARD PACKAGING CORPORATION ¢ BANGOR, ME 
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lines Overtime”. A gear shift juts out 
of a die cut slit. By moving the shift 
from left to right (or into high gear) 
four new captions appear on the dials. 
These captions explain the benefits to 
be derived from using a Phillipsburg 
inserter. A very clever piece. 


O A NEW LOW COST offset duplicator 
has been introduced by American Type 
Founders, 200 Elmora Avenue, Elizabeth, 
New Jersey. Long a respected name in 
the graphic arts field, ATF has been mov- 
ing into the office duplicating field more 
and more in past years. Latest equipment 
to be developed by ATF is their 1015 
model, which will handle sheet sizes 
from 3” x 5” up to 10” x 15” in thick- 
nesses ranging from tissue to card stock. 


The printing head is identical to the head 
used on their standard Chief 15 model. 
The water-ink supply is operated with 
one lever, and simplicity of operation is 
a plus for this machine. Paper is fed into 
the machine by a 500 sheet mimeo feed- 
er. A second color may be added by 
cleaning rollers the conventional way, or 
by replacing the first inked roller with a 
second roller, thereby saving valuable 
time. The machine will print up to 7200 
sheets per hour. ATF management de- 
scribes the 1015 as ideal for the small 
business which spends $5000 or more per 
year on outside printing bills. The ma- 
chine sells for $1,995 plus delivery, and 
is available immediately. Full information 
available by contacting ATF. 


advertise 


MAILING LISTS 


in this magazine 


Let us help you earn extra income from the rental of your 
customer and prospect names to companies not competitive 
to your line of business. You can earn $15 - $20 per thous- 
and-names-rented. This could be your answer to rising 
costs, to help defray the cost of building and maintaining 
your lists. 

Many, many readers of this magazine are in the market for 
new sources of names every week of the year. Your names 
may be just what they are looking for to sell magazine 
subscriptions, quality products to consumers and business 
executives, quality business services of every description. 
Make these pages a prime source of contact. 


HOW TO GET AN INQUIRY—rThe headline of your ad 
should state specifically the kind of people on your list 
and/or what they have bought or inquire about. For ex- 
ample: Buyers of Expensive Gifts; Subscribers to ABC En- 
gineering Gazette; Inquiring Prospects for “X" Business 
Service. You should state the number of names you have 
on each kind of list you are offering, rental price, how 
names were acquired, when acquired (age), whether your 
list is on plates, stencils, labels or must be addressed from 
cards, and give some idea of what your customers buy 
from you, (unit of sale) or what your inquirers inquired 
about. 


YOU WOULD DO WELL TO WORK THROUGH A 
BROKER— The details of rental (order handling, follow- 
up, payment, security) will be easy if you work through a 
qualified list broker (see our Direct Mail Directory in back 
of this issue under Mailing List Brokers). They can advise 
you in so many areas of pricing, amount of use your list 
can stand, who should be able to use it, how to handle 
your list. They will secure samples of proposed mailing 
piece to be addressed to your names so that you can ap- 
prove or disapprove the order. You are always in control 
of who uses your list. Yes .. . brokers can be invaluable 

. can bring rental business to your door, regardless of 
any advertising you do here. But advertising does bring 
your list to their attention in the first place, reminds them 
that it’s on the market and at the same time, informs 
rentors (many of whom the brokers are in close touch 
with) that you have a list on the market that they should 
test. Matter of fact, will be glad to send you tearsheets 
showing a wide variety of typical list ads that have run 
in our magazine that you can use as a guide. 


ADVERTISING RATES: 


O AN OVERSIGHT in our May Postal | (i) 
Roundup brought letters from several 
postmasters. We stated that mailers could Reporter of Direct Mail Advertising 
224 Seventh Street, Garden City, Lb. 1., New York 


( ) Please send us tearsh.ets of typical list ads. 
( ) Contoct us immediately about our list od. 


PORTAGE Has BEEN PREPAID 

i 

i 

New 


prepay reply envelopes by using postage 
meter impressions — which is entirely 


correct. But as our sharpeyed postmasters 
point out, the envelope must also bear 


JUNE, 1961 21 
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Space 1 Time 6 Times 12 Times 
| 
a Full Page $425 $400 $375 Re 
ia Two Thirds Page 320 300 280 st 
One Half Pg. (islond) 260 250 240 
| One Half Page 245 235 220 
| One Third Page 75 165 150 
One Sixth Page 90 85 80 
One Inch 22 20 18 
I * Inside Cover 450 425 400 a 
Back Cover 475 450 425 
2 Page Spread 800 750 700 
| Rates Based on 11,000 Distribution 


thet mokes 
thet makes SALES 


thet mokes BUYERS went 
te de business with you 


Write me about your plens 
or problems 
All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA t 
° Best o 
Editor of IMP, “The world’s smellest 
house ergen” 


DON’T BLAME SALESMEN 
FOR BEING HUMAN 


No salesman has the time to call on his whole 
list once a month. His good customers and 
hot prospects get a lot of attention. So-so pros- 
pects and little customers are neglected. Keep 
your name before everyone on the list with the 
motto direct mail campaign. It costs dimes per 
name per month and when your salesman does 
call he won't be a stranger. He'll sell more, 
faster, easier because the motto campaign 
creates friendliness. Your business letterhead 
brings information. 


LET'S HAVE 
BETTER MOTTOES ASSOCIATION \* 
2127 East Ninth St. 
Cleveland 15, Ohio 


ATTENTION! 


Magazine and Catalog 
Publishers — Mailers — 


Advertising Agencies 


Reduce Your Mailing Cost with Cheshire 
Mailing. Here is an opportunity to cash 


in on the open capacity of a volume 


Mailer equipped with the latest model 
Cheshire i t. 


We ore not list brokers or suppliers— 
just Mailers. If you have your own list 
regardless of make-up and wish to take 
advantage of a guaranteed low price, 
call or write 


John T. Chothagion 
MAIL-O-MATIC 


Route #46, Parsippany, New Jersey 


Direct Mail 


Offset duplicator, paper, 

ink and other graphic arts 
suppliers serving the commercial 
direct mail industry can 

give their sales staffs an extra 
four days off in October . . . 

and mark up more sales. 
HOW? By signing up for the 
40th annual Mail Advertising 
Service Association Convention 
& Exhibits 

WHY? Because their best 
customers . . . owners, production 
supervisors and creative 

staffers of direct mail shops 

are coming to them... 


At the Statler-Hilton Hotel 
in New York City, October 6-9 


Reserve exhibit space now by 
contacting: 


MASA Exhibits 
622 Fifth Street, N.W. 
Washington 1, D. C. 


provides an automatic 
file record of mailing 
lists while addressing 


EASY TO USE! Simply place self-duplicating card 
under flap of envelope or behind address area of let- 
ter before typing or using addressing machine. Write 
direct for FREE samples. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


the legend “No Postage Stamp Necessary 
—Postage Has Been Prepaid By x 


as 
shown in the illustration. Thank you, gen- 
tlemen, for calling this to our attention. 


© OUR APOLOGIES to Ed Burnett 
Inc., 158 Fifth Avenue, New York 10, 
N. Y. In thanking Ed for his help in pre- 
paring a feature story for the May issue, 
we erroneously described him as a list 
broker. Ed informs us he is a list com- 
piler, and that over 80°% of his orders 
come from list brokers. From here on in, 
we vow never to call a Savings and Loan 
Association a bank, or to call a compiler 
a broker. 


O THREE TIMES AND OUT. Our 
third (and final, we hope) error in the 
May issue involves the use of postage 
meter imprinting on air mail letters. 
A Short Note last month mentioned a 
mailing that had imprinted 4¢ postage 
plus a Via Air Mail slug in the upper 
right hand corner of the envelope, and 
the additional 3¢ in the lower left hand 
corner, printed upside down. We suggest- 
ed editorially that this was an excellent 
attention getter. Our friends at Pitney- 
Bowes were quick to point out the error 
of our ways by quoting postal regula- 
tions, section 143.44 which very clearly 
states: “Position. Meter stamps must be 
printed or stuck in the upper right hand 
corner of the envelope, address label or 
tag.” 


O ANOTHER CANDIDATE for direct 
mail we can do without department: The 
obviously phony direct mail piece en- 
closed in an envelope which is mechan- 
ically addressed with a plate and which 
bears a printed message to the left of 
the address, “Confidential Daily Report 
For . . .” The enclosed material is as 
confidential as the front page of your 
daily newspaper. 


O A LEADING PUBLISHER used an 
unfortunate juxtaposition in a letter de- 
scribing a new personal success program 
for executives. One part of the first 
progress kit will help the busy executive 
in his speech-making or meeting-conduct- 
ing career. It’s billed as, “How to say a 
few words effectively,” but the following 
phrase describes it as a_ 10,000-word 
booklet. Incidentally, the letter describing 
this personal success program is four 
pages long. 


O A NEW LOW COST method of mak- 
ing paper plates for offset duplicating 
has been announced by Minnesota Min- 
ing & Manufacturing Company, makers 
of the Thermo-Fax Copying Machine. 
According to 3M, the plates are made 
with the Thermo-Fax by a completely 
dry process, using the same simple tech- 
nique as in copying any document. Time 
involved is not over 30 seconds, and 
the cost per press ready plate is as little 
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Executives 


The all-new executive style 
envelope that puts more 
action in your direct mail. 


It's the best thing that ever 
happened to help you get initial 
impact with your direct mail! The 
stock is new . . . super white for 
supreme printability. The lines are 
clean... executive styled for that 
smart, prestige look. Put your 
mailing in the world’s most modern 
envelope... . put it in 

EPIC EXECUTIVES! AT 


UNITED 
STATES 
ENVELOPE 


GENERAL OFFICES: SPRINGFIELD 2, MASS. WORCESTER * SPRINGFIELD 
HARTFORD * ROCKVILLE + NEW YORK + METUCHEN + ATLANTA * INDIANAPOLIS 
CHICAGO + WAUKEGAN + DALLAS * LOS ANGELES * SAN FRANCISCO 


* TM. Reg. Applied for by U. S. Envelope Co. 
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COPYWRITING STUDIO 
Confidential Work 
Add 26 copy experts to 


your stoff—but not to 
peyroll — get a 


MU 3-1455 


270 madison /ny 16 


Letters with that Folksy Touch 


Homey, human, down-to-earth let- 
ters talk the readers’ language, ond 
SELL! One series 3!-years old. Write 
on letterheod for circular 


“Chat Fellow Bott” ? 


Leo P. Bott, Jr. 64 E. Jackson, Chicago 


Practically Brand New 


EQUIPMENT 


IN EXCELLENT CONDITION 


Bell & Howell Phillipsburg Company 
1 model E-6 six station Phillipsburg 
Inserting and Mailing Machine 
Serial No. 10-126 
COST: $8,087.80 
PURCHASED: February, 1960 
Approximate 300 to 400 hours of usage 


American Automatic 
Typewriter Company 


1 model 5630 selector auto-typist, 
30 push-button 
Serial No. 81797 
COST: $1,275.00 
PURCHASED: July, 1960 
Approximately 400 hours of usage 


OFF! 


the above list prices. 
Terms: netcash 
F.0.8. Atlantic City, N. J. 
subject to prior sale 
CONTACT: 
Eugene Brog. Spencer Gifts 
1601 Albany Avenue, Atlantic City, N. J. 
Phone: Atlantic City 345-3141 


23,000 HIGH SCHOOLS — 

Names and addresses on addressograph plates. 
Available for addressing your direct-mail 
promotions. 

For complete details, write, wire or phone. . 

SPECIAL CORRESPONDENTS, INC. 
230 East Ohio Street 
Chicago 11, Illinois DElaware 7-1065 


CIMMICK MAILINGS 
LIVE FLOWERS 
PLANTS SEEDS BULBS 


ORCHAWAII 


HQ: 305 7th Ave., N.Y. 1, N.Y. + OR 5-6500 
BR: 30 W. Wash., Chi. 2, Ill. + AN 3-6622 


F THIS WORLD’ 
out “OUTER 
SPACE ROCKET 
Never misses when you wont rocket. 
responses to your busness promotions Try your nex! 
message the musile way ino looded nose cone 
WRITE FOR FREE SAMPLE 


MARVIC ADV. CORP. 
861-RR Manhattan Ave., Bkiyn 22, EV 9-6633 / 


Film 


STILL ONLY by name from 


on receipt of 25c. 
iti thruout USA 
co., INC. 


305 £. 46 ST. N.Y. 17 © PL 3-4943 


If you MAIL to EUROPE . a 


Consider the economy of having 

printing and mailing done on the 

tinent. Newsweek, Reader's Digest ond 

the New York Times have discovered 

the advantage. 

Write for information—no obligation. 

Willemsparkweg 112 

DeMutator N.V. Amsterdam. Holland 


PHOTO STAMPS — “TIPS-ONS” 


& Price List. 
THE GROGAN PHOTO CO. 
Dept. D. M. 3 
Danville, Illinois 


We represent hundreds of the finest 4 
mail order and compiled lists avail- 
able. Send us your mailing piece (or 
phone SPring 7-7460,) and we will 
recommend the best lists for YOUR 
needs FREE OF CHARGE. 


witVJA DDERN INC. 


PARK AVE. SOUTH W. Y. 3, 


SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 8 to 24 ply 
twine, as well as tapes and braids can be used. Sev 

models to choose from. LET FELINS CUT YOUR 
MAILING COSTS. WRITE FOR CIRCULARS AND 
PRICES NOW. 


lwaukee 


FELINS co 
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as 12¢. The plate is ready for the press 
in two quick steps in which the image 
is copied from the original document 
to an intermediate sheet and then to the 
paper plate. The plate is made to absorb 
punishment, 3M says, and is not affected 
by light or finger marks when being 
handled. The process eliminates the need 
for preserving and storing plates for 
future use since, the company said, it 
would be more economical to make a 
new plate than spend time preserving 
and filing used ones. Full information 
available by writing 3M at 900 Bush 
Avenue, St. Paul 6, Minnesota. 


O LOOK IS MAILING an impressive 
circulation promotion effort which de- 
parts somewhat from their usual format. 
An 8%” by 5” “deck” of cards arrived 
bearing the caption: “Look gives you a 
good deal” on the address side. The 
reverse is a colorful blue and gold play- 


ing card pattern covering the entire 
area. Inside are 6 individual cards, each 
bearing the same back design, but each 
showing a _ different three-side bleed 
photograph from Look’s pages with ap- 
propriate caption. The photos are good 
examples of Look’s always professional 
photo-journalism format. Also enclosed 
is the usual half-price, non-transferrable, 
non-negotiable certificate. The mailer is a 
refreshing change of pace, interesting and 
well executed, and we hope it’s doing 
well. 


O A VERY HANDSOME set of prints 
is being prepared fer Maritz Travel Com- 
pany, 4200 Forest Park, St. Louis 8, Mo. 
The first is an 11” x 22” full color draw- 
ing of a bull fighter. The print, suitable 
for framing, is accompanied by a descrip- 
tive sheet of slightly smaller size. This 
print is the first in a series entitled “The 
People of the World,” and will be mailed 
to travel prospects. @ 
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Duplex /or Single COLORED ENAMEL 


BY APPLETON 


WoopBINE DupLEX—A different color on each side to design 
with ... to dramatize your message or product! Direct mail 
and insert advertising achieve economical 3-color effects 
with one color printing and simple die-cuts and folds..... 


THE APPLETON COATED PAPER COMPANY 
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WOODBINE 


DUPLEX / or SINGLE 


COLORED ENAMEL 


by Appleton 


WOODBINE Duplex — Book 
and Bristol weights in colors 
to dramatize every season— 


every product: — 


Orange and Fawn 
Goldenrod and Primrose 
Turquoise and India 
Tan and Lime 

Gray and Rose 
Emerald and Green 
Suntan and White 
Green and White 
Canary and White 

Blue and White 


Fichs Selling Finch 


Eye arresting coior effects treated 
with unusual folds, trims and die-cuts 


There’s no limit to the clever, eye catching color effects 
you can create with Woopsiné Duplex Enamel because 
a single sheet has a different, yet harmonious color 
coating on each side! Unusual folds, trims and die-cuts 
create two and three color effects—take on an exciting 
new dimension—have far, far more attention impact 
and eye appeal. There's practically no limit to its . Orange 7. 
applications. Woopsine Duplex is available in Book . Conary 8. 
and Bristol weights and prints equally well by Offset 
or Letterpress. Wonderful imagination and idea starter : slime 10. 
for direct mail folders, programs, special announce- dia 1. 
ments and 1001 other everyday printing jobs to set " ~ 12 
them apart from the commonplace. r ; 


1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 


WOODBINE Colored Enamel 
—Broadest selection of soft 
and bold hues available: — 


13. Ivory 


3-Color results with 1-color printing 


You actually save money with Woopsine Duplex (2- 
colors) or Woopstne Colored Enamel (1-color) papers. 
They cost just a fraction more than comparable white 
papers yet give you the added impact—and results—of 
two and three-color printing with the economy of one- 
color press runs. How can you miss? Be sure to profit 
from the added colors of Woopsine Duplex or Woop- 
BINE Colored Enamel on your next printing job. 
Enamel. You will be amazed at the eye catching 
effects possible with o few simple folds and trims. 
THE APPLETON COATED The ideas of others can spark your own imagination. 


f thi , today. 
PAPER COMPANY Toke advantage o is offer y. 


Appleton +» Wisconsin 


Offset Printed on WOODBINE SINGLE Colored Enamel. Fawn — with Orange ink to illustrate Fawn ond Orenge WOODBINE DUPLEX. 25x38—80 / Prirted in USA — 461105M 
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How We Handle Inquiries 


at AMSCO 


by Harry M. Tompkins 


Advertising Manager, American Sterilizer Company, Erie, Pa. 


REPORTER’S NOTE: Harry Tompkins has been with American Sterilizer Company 
for 4 years, advertising manager for two of them. Previously he was a Methods 
and Procedures Analyst with the General Telephone Company of Pennsylvania. 
A graduate of Gannon College in Erie, Harry is a member of the Board of 
Directors of the Advertising and Sales Club of Erie, the Sales Executive Club of 
Erie, as well as various civic and welfare organizations. 


HIS ARTICLE is a blow by blow 

description of our procedure for 
handling inquiries at the American 
Sterilizer Company, and the method 
we use to provide regular reports 
to Management. But before getting 
into this processing phase of direct 
mail, I think it will help you if I 
briefly describe the type of product 
we make and the market we reach. 

The American Sterilizer Company 
designs and manufactures technical 
equipment for hospitals, industry and 
the life sciences. Somehow, every- 
thing we make deals with micro- 
organisms . . . some of our equip- 
ment destroys them, some of it grows 
them . . . preserves them . . . and 
some of it confines these organisms 
into a single area . . . or keeps them 
out of an area. 

Actually, Amsco is the world’s 
largest producer of such products as 
Sterilizers . . . Operating Tables . . 
Surgical Lights . Washing and 
Sanitizing equipment for patient uten- 
sils . . . Water Stills . . . stainless 
steel casework and many other items. 
Sometime, when you're visiting your 
local hospital, you'll probably see a 
number of our products if you get 
back into the Operating Rooms, the 
Central Service Department or some 
other technical department. Maybe 
your family doctor or dentist uses 
one of our office sterilizers. 

We also make some pretty tech- 
nical equipment for research and in- 
dustry . . . like apparatus that in- 
stantly freezed foods and other sub- 
stances. Also, there’s equipment that 
produces continuous quantities of 
bacteria . . . and equipment in which 
mice and rats are delivered by 


JUNE, 1961 


Caesarian section and raised com- 
pletely free of any type of bacteria. 
These animals can then be used by 
scientists to find the effect of one 
isolated germ on the animal . . . quite 
useful, actually. 


Eight Goals 
With us . . . and I’m sure with 
many of your companies, direct 
mail is designed to accomplish these 
functions: 
1. Expand Sales. 
. Reduce the cost of selling. 
. Make it easier for our customers to 
buy . . . and for us to sell. 
. Create a product image as well as a 
corporate image. 
. Furnish our men with sales leads. 
4 new A products or services. 


. Strengthen our dealer relationship and to 
greate new dealers. 

. Teo hunt ovt and concentrate selling on 
specific buying influences. 


Thus . . . you can see that direct 
mail becomes a vital part of our 
advertising program, 

Advertising in general . . . includ- 
ing direct mail . . . is intended to 
pre-sell our products and our com- 
pany before the Amsco salesman ar- 
rives at the hospital or laboratory. 
Of course this helps him sell our 
products better every single minute 
he’s there . . . and it keeps on selling 
even after he’s left. 

Everybody knows that their sales- 
man is actually selling only when 
he is talking about a product to a 
buyer who is listening to him. He 
is not selling when he is in his car 
enroute to the buyer’s office . . . or 
when he is waiting to see him. . . 
or once he is actually in the office 
when his buyer is on the telephone. 

At Amsco, our advertising pro- 
gram... again including direct mail 


. mechanizes . . . mechanizes as 
much of the selling process as pos- 
sible so that our men can get right 
down to brass tacks without having 
to completely introduce the product. 

In other words, the fellow he’s 
talking to already knows about our 
new “Vacamatic” Sterilizer, for ex- 
ample, before the representative ever 
sees him. And don’t think this doesn’t 
help make those few precious min- 
utes with the customer tremendously 
more effective. 


Our Direct Mail Program 


Our direct mail lists are on Ad- 
dressograph plates and are broken 
down into the following categories: 

1—9,000 Hospitals—Hospital Name 
and Address only. Using Ad- 
dressograph plates allows us to 
further break down this category 
into the type of hospital, num- 
ber of beds, etc. 

1—6,000 Pharmaceutical and Drug 
Manufacturers—Company Name 
and Address only. 

1—6,000 Society of American Bac- 
teriologists—Name. 

1—1,000 Architects and Hospital 
Consultants—Name. 

1—1,400 American Society of Bio- 
logical Chemists—Name. 

1—260 Medical Equipment Distrib- 
utors. 

These lists are reviewed each year 
and revised according to directories 
furnished by the respective associa- 
tions. 

Amsco mails out approximately 
350,000 pieces of direct mail each 
year. 300,000 of these mailings re- 
quest a reply. 

All of our direct mailings follow 
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CONVENTION 


INQUIRY 


DIRECT MAIL 
REPLY CARD 


LEADS 


MAGAZINE 
REPLIES 
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Inquiries come from a variety of sources. To handle our volume 


promptly and effectively . . . 


the same pattern of a letter, ad re- 
print and reply card; often we will 
list several additional products on 
the reply card over and above the 
product covered by the specific direct 
mailing. 

The mailings to the 9,000 Hospi- 
tals and 6,000 Pharmaceutical and 
Drug Manufacturers are used for 
75% of our direct mail campaigns 
and neither the envelope nor the letter 
are personalized. The envelope is di- 
rected to the attention of the Depart- 
ment Head who would have need of 
the equipment mentioned in the di- 
rect mail piece. The letter points out 
a particular customer benefit in the 
headline on the specific product cov- 
ered by that direct mailing. 

The only time that an envelope 
carries an individual’s name is for 
those mailings directed to the scien- 
tific associations, of which we receive 
a membership list each year. 

Amsco’s Direct Mail Program of 
350,000 pieces per year produces an 
inquiry return of 1.5 to 2%. 

The conversion factor is not easily 
available since some sales take as 
long as two years to complete. 


Handling Inquiries 


By and large we handle inquiries 
from direct mail . . . convention leads 
. . « letters . . . coupon returns from 
advertisement . . . and replies from 
the magazines themselves. 

To handle our volume promptly 
and effectively we have designed a 
7-part snap-out Inquiry Reply Form. 
It's been very well received and can 
be used for each of our divisions . . . 
and for each product within each 
division. 

Initial information is typed on the 
carbonized form and then our pro- 
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7 PART SNAP-OUT 
“THANK YOU" FORM 
ENVELOPE LABEL 


FOLLOW-UP FORMS 
“FILE CARD 


. we have designed a seven part snap out inquiry reply form 
which can be used by each of our divisions. 


“sad 


cedure goes into high gear. The 
“Thank You” letter is sent promptly 
to the inquirer together with ap- 
propriate literature. We have a pretty 
fair assortment of catalogs and they'll 
range from one page to a 60 page 
architect’s guide. Incidentally, these 
binders are given out discriminately 
to our better customers. 

As the original material is typed 
on the “Thank You” letter, we also 
type gummed labels which simply 
is detached along the perforated line 
and attached to the envelope. At the 
same time we have a file card which 
we use in following up on the in- 
quiry. Notice the reference number. 
Each form in each Inquiry Reply 
Set is numbered for possible iden- 
tification. 

Now we come to the Follow Up 
Reply Set. There are four in all. One 
for the Branch Office . . . our own 
Advertising Department . . . the Sales- 
man’s Office Copy . . . and his own 
personal copy for future use. 

It has all the original typed data 
and an area here for follow-up in- 
formation: date ... phone . . . letter 
... personal . .. or other. We also 
have the “Results of the Contact” 
... for files only . . . interested . . . 
no immediate action . . . possible sale 
later . . . suggest second call with 
an area for the date he suggests. 
And then we have the type of pros- 
pect—hospital division, scientific and 
industrial or Amsco Laboratories. Of 
course, there is an area to tell the 
fellow what he wanted to know in 
the first place. 

The salesman signs the set and 
he’s written up the inquiry—all four 
copies. 

The reproduced chart will illustrate 
just what happens to each of the 
seven parts of the form. 


Management Reports 


So much for the handling proce- 
dure and follow-up. Now we move i: 
into Management Reports. There are ie 
three in all. 

The “Territorial Report” on Fol- ie 
low-Up is sent to management and — 
to the Branch Office. Basically, it 
outlines the total number of inquiries 
forwarded to each office for process- es 
ing . those completed and re- ng 
turned . . . and the total not com- ' 
pleted as of the report date. In other 
words this report lets management 
and each Branch Office know their | 
inquiry status and how they stack up ne 
against other offices. 


Our second management report is 
a weekly report dealing with inquiries 
from all sources. This sheet goes to 
top management and product man- 
agers. Here we list the magazines 
which normally furnish leads. It 
only partially covers our media but 
probably accounts for the lion’s share 
of inquiries. Next are the direct mail 


results, convention leads, and of 
course, letters. 
We have over 100 conventions 


so it’s a little impractical to list all 
of them. So . . . leads from any one 
or more conventions occurring dur- 
ing this report period are shown 
on this report. Then, when we feel 
most leads are in (which may be 
two or three weeks), we simply in- 
clude them in the cumulative total. 
This gives a fairly accurate picture 
to management on the results of in- 
dividual conventions as well as the 
year-to-date total. 

Of course each of our product 
managers is vitally interested in his 
own products . . . so we have a 
“Product Breakdown” report which 
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GUMMED LABEL 


“BRANCH. 


HOME OFFICE 
FILE CARD 


As the material is typed we also type gummed labels which The follow-up reply set consists of four forms, which have all 
are easily detachable. At the same time we have a file card the original typed data and an area for follow-up information. 
which we use in following up on the inquiry. 


is issued weekly. This report lists 


well as the total for his products. 


This report is quite useful to the ee 7 PART INQUIRY FORM 


product managers since it provides . a 
a yardstick for customer interest in ROUTING | 


his assigned products. Also, it further 
indicates that additional promotions, 
such as direct mail or publication 
advertising, are needed to create the 
interest that the product manager 
feels must be attained for a particu- 
lar product. 


Summary 


This then, is the inquiry system 
we use at Amsco. It’s relatively sim- 
ple . . . positive . . . and best of 
all it works. I would strongly recom- 
mend a similar procedure for any 
medium-sized technical equipment 
company processing in the area of 
15,000 inquiries. For larger com- 
panies our procedures may not be 


AFTER FOLLOW-UP | PRIOR TO 


This chart shows how an inquiry, once received, is distributed 


the ideal . . . but for us it is just the on ten 
ticket. 
As I said before, we have about The territorial report basically outlines the total number of 


inquiries forwarded to each office for processing. 


24,000 names on file here, all on 
Addressograph plates. 9,000 of these 
‘ae 2 come from various associations and 
bear the individuals’ names. But the 
remaining 15,000 are all on file with 
title and address only—no names. 


We find this impersonal approach 
works out quite well for us, and the 
monetary savings on list mainte- 
nance is quite considerable. Hospitals 
and large medical institutions do not 
pop up overnight nor do they dis- 
appear the same way. Percentage 
of change in this list with title ad- 
dresses only is small, and requires 

a little time, effort or money to keep 
We, up to date. e 
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Birthday Gifts for the Kids 


The Tiny Tot store in Bowie, 
Texas, gives away gifts to children 
on their birthdays. A handwritten 
invitation on a birthday card invites 
the child to the store to pick up his 
gift. Usually it is an item which Tiny 
Tot has well stocked. Cost averages 
60¢ per child. Names are gathered 
through monthly “Hospitality Days” 
which the store holds once monthly. 
Registration cards for these special 
days include information as to date 
of birthday of each child in the fam- 
ily. Cards are happily filled out since 
door prizes are awarded. These days 
are promoted through space, posters 
and radio ads. Moreover, Mother of 
the Month customers (customers who 
have a child with a birthday in that 
month) receive a 10% discount on 
anything purchased. Of all the birth- 
day cards that have been brought in, 
only two have failed to result in a 
purchase. 


No Parents Allowed 


“No Parents Allowed during Boys’ 
Night at Princeton Prep” said an 
announcement by newspaper space, 
high school publications and direct 
mail. Copy went on to say, “Don’t 
bring money . . . nothing is for sale!” 
The promotion idea used by the 
Princeton Prep shop of Birmingham, 
Michigan, was highly successful. 
Three weeks before Christmas, in- 
vited boys came to the store between 
6 and 10 in the evening, and tried 
on all types of suits, jackets, over- 
coats, etc. Salesmen recorded sizes, 
names and addresses, while the boys 
enjoyed free food, drinks and prizes. 
The boys weren't permitted to buy 
anything, but in the weeks that fol- 
lowed, parents who came to buy were 
supplied not only with correct sizes 
but a few suggestions on what their 


sons liked and didn’t like. 


Sample Is a Self Mailer 
To introduce a new roto vinyl, 


Fischer’s Linoleum & Carpet, 2481 
Webster Avenue, Bronx, New York, 
mailed out “post cards” made of the 
roto vinyl material. Each was slightly 
larger than the standard sized postal 
card. On the underside of each was 
the dealer’s message, a description of 
the floor covering, and a special price 
offer if the sample were brought in 
to the store before a certain date. 
The vinyl cards were mailed to occu- 
pant addresses in the immediate vi- 
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cinity of the store, under bulk rate. 
The store reports the postage cost 
was moderate, despite the weight of 
the actual piece of floor covering. 


Couponing on Tabloids 


W. D. Culter’s four-store drug 
chain in Columbus, Ohio, had been 
using newspaper advertising with 
fair response, and decided to try the 
direct mail epproach to increase sales 
and store traffic. Their tabloid for- 
mat, 18” x 24” printed on one side 
of yellow stock, usually carries 36 
coupons, with an average 
mark-up of about 20%. Tabloids are 
mailed under bulk permit to occu- 
pant addresses in the vicinity of 
Culter’s four stores. A local printer 
prints the 12,000 pieces needed for 
about $10.50 per M. On special oc- 
casions as many as 44,000 pieces may 
be mailed. Returns on the mailings 
are generally high. A typical response 
showed 1,741 coupons returned on 
a 12,000 mailing. 


Friendly Letters Sell Service 


A series of three personalized let- 
ters from Bay State Service, Inc., 
76 Kent Street, Brookline, Massachu- 
setts, are sent to prospects informing 
them of Bay State’s maintenance and 
service capabilities for refrigeration 
and air conditioning units. The first 
letter features a large photo of main- 
tenance manager Jack Miller with a 
simulated handwritten lead-in “Hello, 
I'm Jack Miller, your maint. man- 
ager.” Letter goes on to explain Bay 
State’s scheduled service contract. 
Second letter features a photo of 
Russ Burke, a service engineer, with 
lead-in: “Hello, this is Russ Burke 
writing -” He talks about service 
from his point of view. Third letter 
comes from switchboard operator 
Kay Haratsis (also with photo), who 
tells prospect about all the calls she 
gets for emergency service. Each of 
the letters is accompanied by a busi- 
ness reply card which, if returned, 
will result in a visit from a salesman. 


Results have been good. 


Don’t Sell It — Park It! 


Birchwood Parking and Service 
Garage, 1533 W. Jarvis Avenue, Chi- 
cago 26, takes an unusual copy ap- 
proach to obtain new customers. A 
printed letter explains the benefits 
of indoor heated parking at the ga- 
rage, and is accompanied by a chart 
showing comparative depreciation 


rates of three different cars. By hold- 
ing onto your present car for one or 
two more years, argues Birchwood, 
you can save enough to pay for one 
or two more years’ indoor heated 
parking. For example, a Ford owner 
(according to their table) pays $700 
each year when he trades every two 
years: $2,800 purchase price less 
$1,400 trade-in value after two years. 
But only $400 each year when he 
trades every six years ($2,800 less 
$400 trade-in value after six years 
equals $2,400 depreciation). Which 
divided by six years is $400 per year 
as opposed to 2700 on a two-year 
basis, saving the parking prospect 
$300 per year which will pay for 
parking. 


Brochures Instead of Catalogs 


Welek Fabrics of St. Louis, Mo., 
gave up their semi-annual catalogs in 
favor of seasonal brochures offered 
through Welek’s own private mail 
order club. The club boasts 7,000 
members who pay a $3.00 annual 
membership fee to receive four “Fab- 
ric Fashion Showcase” brochures. 
These brochures contain how-to tips, 
easy-to-do instructions, fashion fore- 
casts and members-only sale an- 
nouncements. The spring brochure 
contains 44 swatches in different col- 
ored quality materials. Post cards 
are enclosed with the brochures so 
that members can request extra 
swatches. Catalogs were discontinued 
because it was felt they did not pre- 
sent up-to-date current fashion stories. 
A team of 30 girls paste up swatches 
by hand for about three weeks prior 
to the mailing. 


Love Note from a Hotel 
The Ambassador Hotel, 3400 Wil- 


shire Blvd., Los Angeles, uses a clever 
studio card to show appreciation 
to guests. Front is cartoon of two 
kids, a dog. and a ladder facing a 
brick wall. On the wall, the kids have 
just written “We Love You, Mr. 

” and then the name of the 
guest. This legend is written in the 
middle of a heart. The heart and the 
words, “We Love You,” are printed 
in black over the red bricks and re- 
semble crayon writing. The name of 
the guest is filled in with black 
crayon. It is virtually impossible to 
tell the difference between the printed 
black and the fill-in. As a matter of 
fact, we had to rub a thumb over the 
filled-in name (which then smudged) 
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RETAIL BUSINESSES 


to be sure the entire caption hadn’t 
been printed. Inside copy continues, 
“You captured our heart! We loved 
having you . . .” and so forth. 


Gives Away Baby Shoes 


Miessler Drug Store of Columbus, 
Nebraska, gives away baby shoes to 
parents of new babies in their effort 
to build traffic for their baby depart- 
ment. Parents of new babies are sent 
a postcard (based on lists supplied 
by hospital personnel) and told if 
they bring the card in they will re- 
ceive the free pair of shoes; 19 out of 
20 cards are returned, and each year 
Miessler gives away over 1,000 pairs, 
each one costing the store $1.25. This 
give-away promotion has doubled the 
volume of the department since the 
program was first started three years 
ago. Hospital personnel were at first 
uninterested in supplying the list of 
admissions, but as more and more 
mothers expressed gratitude at receiv- 
ing the cards, the staff cooperated to 
the fullest extent. 


Body Shops Builds Insurance 
Business 

Anema’s body shop in Denver, 
Colorado, has built up a successful 
thriving repair business on foreign 
cars by sending photographs to 
insurance agents and claims adjust- 
ers. Anema’s started out several years 
ago as an average body shop, but 
soon switched to specializing in 
foreign cars and sports cars. The 
owner hoped to build a reputation 
for this special type of job that 
would make foreign and sports car 
owners immediately think of his shop 
when body repairs were needed. 
George Anema, owner of the shop. 
mailed a letter to every owner of a 
foreign or sports car in Denver and 
business started to trickle in. He then 
took snapshots of the work in prog- 
ress (before, while working, comple- 
tion) and mailed three or four of 
these to insurance claims adjusters. 
After two years of this type of pro- 
motion, the shop now has the reputa- 
tion Mr. Anema had hoped for, and 
insurance claims men are funneling 
work his way whenever a claim is 
made for his special kind of car. 


Motel Mails to Motels 
The Tam O'Shanter Motel of Las 


Vegas, Nevada, makes regular mail- 
ings to other motels within a one, 
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two, or three days drive of the Tam 
O'Shanter. Mailings are made two or 
three times yearly, and the “package” 
contains 10 color postcards describ- 
ing the Tam O'Shanter plus program 
folders telling about shows to be seen 
there. Conversely, the owners of the 
Tam, Mr. and Mrs. Orlie Hayden, 
ask other motels to send them litera- 
ture so they can help guests plan 
motor trips when they leave Las 
Vegas. In addition, the Haydens mail 
regularly to a list of guests who have 
stayed at the motel at least twice 
during the past year. They estimate 
that an average of a dozen registra- 
tions per day can be credited to their 
double barreled direct mail program. 


Plan for New Customers 


A plan to help retailers locate 
and keep new customers has been 
developed by Paul Pairan, Pairan 
Advertising Agency, 302 Zook Build- 
ing, Denver 4, Colorado. City Elite 
Laundry and Dry Cleaning Co.., 
was the first to join the “Referra- 
count Club” (as it is called) and 
will soon begin sending out five spe- 
cial folders to customers. The first 
folder announces that City Elite has 
joined the Club and that any cus- 
tomer who induces a friend or rela- 
tive or friend to become a customer 
is entitled to his choice of any one 
of five premiums as a bonus. Premi- 
ums offered include a metal cancelled 
check case holding a three-year sup- 
ply for income tax purposes, finger- 
nail kits, pens, spray shine sets. The 
laundry mails a congratulatory folder 
and a card which can be redeemed 
for any one of the five premiums. 
According to Mr. Pairan, this new 
approach is available to all firms with 
regular billing procedures. 


Get Well Cards 


Get well cards are used effectively 
by Guildford Dairy Cooperative As- 
sociation, 3939 West Market Street, 
Greensboro, N. C., as a public rela- 
tions gesture in their selling area. 
The mailing piece (a gate-fold) is 
personally addressed. On the front, 
a partial picture of an ice-cream sun- 
dae with the caption: “Here’s the 
scoop!” Inside, the full-color picture 
of the sundae with the caption, “Get 
Well Quick!” Names of the ill are 
obtained from local newspapers, cus- 
tomers, employees. 


Mailing Draws $250,000 


The announcement of a “closed 
door discount house” where members 
can buy drugs at 21% off resulted in 
a whopping quarter of a million dol- 
lar return. Eligible to become mem- 
bers were government employees or 
relatives of government employees. 
Membership card cost $2.00. Within 
a month after mailing the announce- 
ment to 250,000 eligible residents, 
management of the store had recorded 
132,000 applications. It is believed 
that the 21% discount is made pos- 
sible through maximum use of dis- 
counts from manufacturers, credits 
for cooperative advertising, and spe- 
cial discounts for employees. 


Wooden Nickels That Pay Off 


Customers of Dennis Appliance 
and Furniture Store, Toledo, Ohio, 
received a wooden nickel in the mail. 
Each wooden nickel had a number 
printed on it. Accompanying litera- 
ture explained that each day certain 
nickels would be worth vaiuable 
prizes, and customers were urged to 
come to the store and check their 
number against numbers on the 
master board. Although a certain 
number came to the store only to 
check numbers, management felt the 
campaign was a success since it cre- 
ated interest stimulated the 
general sales campaign. 


Bridal Fashion Show 


Several hundred invitations to at- 
tend a bridal fashion show were 
mailed out by Selber Bros. of Shreve- 
port, Louisiana. Names were collected 
throughout the year from newspapers, 
announcements and church reserva- 
tions, and kept on file. Two weeks 
prior to the show in October, the 
cards were mailed. Results were a 
little ¢isappointing, according to 
Sara Fisher, bridal wear buyer for 
the store, since the timing had been 
off. Many prospective brides-to-be 
had returned to out-of-town colleges 
by the time the show took place. 
Even so, 300 young girls and mothers 
attended the event, and it paid off 
well in orders. Each “bride” was 
given a shiny souvenir coin to wear 
in her slipper when she took the 
march down the aisle. Future plans 
call for other bridal fashion shows, 
but at a time of year when more 
young people will be able to attend.e 
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Circulation Promotion at GOLE 


by Mel Rozier 
Circulation Manager, Golf Digest 


M" OF THE CIRCULATION people 
reading this article probably 
know more about selling subscrip- 
tions by mail than I do. They've 
mailed more. They've tested more. 
They devote more time to it. Very 
possibly, they've been more suc- 
cessful. 

Maybe that’s the trouble with so 
much of what we read and listen to. 
Perhaps some of us are too smart. 
We talk about testing copy and order 
forms and envelopes and appeals and 
lists and mailing seasons and recipes 
of 116 ingredients that have to be 
right to mail successfully. 

These things are all very important. 
The right combinations of copy and 
art will make you more successful. 
For instance, at GOLF DIGEST we 
once tested the effectiveness of a 
4-color envelope as against a 2-color. 
The 4-color envelope upped our re- 
turn about $8 per thousand—in our 
million quantities this more than paid 
for the increased costs. 


But, if you had talked to me three 
years ago about testing 4-color en- 
velopes, you would have done me 
a disservice instead of a favor. 


That’s because three years ago 
GOLF DIGEST was pretty new in 
this direct mail game. And you don’t 
feed 4-color envelopes to direct-mail 
infants. Its bad for ‘em—every bit 
as bad as martinis would be for my 
3-year-old daughter. And the 116 in- 
gredients for successful direct mail 
would have been as confusing to me 
as college algebra is for my son 
who'll start kindergarten next fall. 


It’s like my first boss, John Tillot- 
son, used to say, “shoes are nice 
only if you've got feet to put them 
on”. The trouble with most of the 
stuff we're exposed to is . . . lots 
of talk about the shoes, but not too 
much concern over feet. That’s too 
bad because feet are important. By 
spending 90% of our time in four 
basic — very simple — areas, GOLF 


DIGEST doubled its subscription list 


REPORTER’S NOTE: The subhead right is another way of saying you have 

to worry about baking the cake before you put the frosting on it. 

At Golf Digest they had a very small budget for the cake, and the recipe had to 
be right the first time. It was, and in one year Golf Digest’s circulation 

boomed from 35,000 to 65,000 paid. Mel Rozier, who started 

out 10 years ago as a copywriter on The Workbasket, has now hypoed 

GD’s circulation up to 100,000 and it’s still climbing. 


in less than a year! From an orig- 
inal budget of $5000 in the fall of 
1958, we spent almost $200,000 in 
1960 . . . and spent it profitably. 

Here’s how we got started. 

In 1958 GOLF DIGEST had ac- 
cumulated a little money from normal 
subscription and advertising revenues. 
But we had a rather static circula- 
tion, and were possessed with a great 
desire to grow bigger. 


Direct Mail or Bust 

For a consumer magazine, growth 
can come from two areas. Field sell- 
ing and/or direct mail. Field selling 
violated our principle of expecting 
to make money from our subscrip- 
tion list. So, we really had no choice. 
It was direct mail or bust. 

Frankly, we weren’t too optimistic 
about direct mail when we started. 
If you've ever looked for lists of 
golfers you know they’ve been sorely 
neglected by list brokers and com- 
pliers. There are none. Incidentally— 
if you are interested—we'll have our 
own list of top notch golfing pros- 
pects available for rental by early 
June. 200,000 names at only $17 
per M. Call us, or your broker. 

Going back again to 1958, we had 
much misgivings when we started 
in direct mail. Our original invest- 
ment, as I said before, was $5000. 
Coming up with this figure is my 
first area of feet-type direct mail 
decisions. 

When you're figuring a size for 
your original investment, don’t put 
a 12 quad E shoe on a size 5 foot. 
You're not spending this money to 
make a profit. You're doing research. 
If you're lucky, you'll find a way 
to make a lot of money on future 
mailings; if you’re not lucky you 
can lose every cent of it. We were 
willing to lose $5000—and so, our 
budget was arrived at. 

This is probably the hardest part 
of all direct mail when you're just 
starting — accepting the fact that 
you're going to spend—lose—invest 
a few dollars now to make a lot of 


dollars in the future. If you are out 
for an early profit, chances are you'll 
be out of direct mail almost before 
you enter it. 

After deciding how much we were 
going to spend, our next decision was 
to figure out—exactly—how we were 
going to spend it. What information 
we wanted to buy. 

Here’s where a lot of folks, I think, 
start worrying about “shoe” decisions 
when they should be looking at their 
feet. There’s so much talk about test- 
ing copy and offers and order forms 
and envelopes and etc. and etc. that 
the uninitiated thinks that for $5000 
you ought to test 6 letters in 4 dif- 
ferent envelopes and come out with 
some valid pattern for success. 

It ain’t so. It can’t be done. 

Your first direct mail money buys 
basically one type of information 
only: the lists that might be most 
receptive to your product. That was 
our second decision—we wanted to 
know what lists might respond to 
a GOLF DIGEST offer. In our first 
mailing we used 2,000 quantities to 
25 different lists—and we used dif- 
ferent types of lists: business lists— 
compiled executive lists—gift buyers 
—blue collar workers—credit card 
holders. 

When To Mail 


We have now made two of our 
basic decisions: how much we will 
spend and that we will spend it ex- 
amining lists. Our third decision is 
that we would not spend our whole 
$5,000 in one campaign. Now sup- 
posing—and we accepted this possi- 
bility—we didn’t sell one subscrip- 
tion. We've shot our bankroll with- 
out answering one question that has 
got to be answered before you can 
write direct mail off as a failure. 
When to mail. The golfer and his in- 
terest in buying GOLF DIGEST 
could vary terribly throughout the 
year. An assumption which our mail- 
ings have proven. Our third decision 
then in getting started was to plan 
mailing for each season: Fall, winter, 
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DIGEST 


Shoes are only nice 
if you've got feet 
to put them on 


spring, and summer. Come what 
may, we would follow the pattern 
regardless of results. 

Our fourth—and final—basic area 
was how much are we going to ask 
the prospect to spend? To answer 
this question we first determined 
how much it was going to cost us 
to send him GOLF DIGEST. For one 
month. For two months. For 30 
months. If we’re out to make money, 
we obviously don’t want to offer a 
$1.97 subscription that costs us $2.50 
to fill. 

Circulation Almost Doubles 

Our first offer was 5 months for $1. 
It was tested against our regular sub- 
scription price—l0 issues for $3— 
and it proved successful. In less than 
a year after our first mailing we 
almost doubled our subscription list 
—from 35,000 to a little over 65,000 
ABC paid subscribers—100,000 plus 
total circulation—a level which 12 
months before had seemed impos- 
sible! That was 1959. The year of 
our circulation explosion. A year that 
netted us greater profits than any 
other in our 9 year history. 

These four decisions—#1 how 
much are we going to spend, #2 
who are we going to mail to, #3 
when are we going to mail, #4 how 
much are we going to ask the sub- 
scriber to spend—are the important 
ones you've got to make to sell sub- 
scriptions successfully by mail. 

Once you've started to make the 
right decisions in these four areas— 
and you've spent maybe a quarter 
of a million dollars—and you're still 
in business—and you still believe in 
direct mail—then, if you’re inclined, 
test your letters and your order 
forms, and your premiums, and your 
flyers. These things are important. 
They will make you more successful 
. .. or less successful. But they will 
not bring success by themselves. 

Remember: “shoes are only nice 
if you've got feet to put them on.” e 
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USPLSTACE: 


Above four color envelope used in this mailing. Below first page of two page letter. 


[=e «1236 SHERMAN AVENUE, EVANSTON, ILLINOIS - UNIVERSITY 4-1141 


Dear Fellow Golfer: 
10 STROKES OFF YOUR GAME! 


That's right - if you're an average golfer, GOLF DIGEST can take 10 
strokes off your game. Maybe more! 


Too good to be true? Well, thousands upon thousands of GOLF DIGEST 
readers have done exactly that, simply by reading and putting into 
practice the stroke-saving instruction articles - written by the game's 
greatest teachers and players - which appear in every issue of GOLF DIGEST, 


GOLF DIGEST can help you, too - whether you're a 70's shooter, 
or still struggling to break the 100 mark. 


Your teachers? The very best! Men like Johnny Revolta, Arnold Palmer, 
Byron Nelson, Gene Littler, Cary Middlecoff, Horton Smith, Paul Runyan, 
Jackson Bradley, Sam Snead, Julius Boros, Mike Souchak, and dozens more 
of golf's most experienced instructors and playing stars. 


That's why we say, “A subscription to GOLF DIGEST is the next 
best thing to personal lessons from a pro!" 


Take the last three or four issues of GOLF DIGEST as an example. Your 
game would be sure to show improvement had you read such articles as 
Chipping Secrets by Bob Rosburg, one of the finest ‘short game’ men in 
the pro ranks; 3 Steps to Accurate Alignment by Stan Kertes, the renowned 
teaching pro who has helped so many tournament players; How I Straightened 
Out My Game by Gene Littler, 1959's leading player; A Round with Bill 
Casper, where Bill tells just what he tries to do with each shot situation 
and why. 


How much has GOLF DIGEST helped it's regular readers? We took a survey 
to find out. The results were amazing! We found that more than 80% of 
our regular readers averaged under 90. That's right - under 90! 


And these readers aren't pros either - though the pros all read 

GOLF DIGEST religiously, too. No, GOLF DIGEST's 140,000 subscribers - 
over 420,000 readers - are golfers just like you. They"ve found that 
GOLF DIGEST is a quick and inexpensive way to improve their golfing 
ability, in every respect. 


But good as GOLF DIGEST is as a teacher, the magazine isn't 
all instruction, Not by a long shot! 


Every issue is filled with stories and articles that are guaranteed to 
add a whale of a lot of fun and excitement to your enjoyment of golf. 
Here, at last, is the real “inside” of the game - the behind-the-scenes 
stories of the great players past and present, the thrills and laughs 
and heartaches of the big tournaments, the headline stories and the 
events that shaped them. 
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Sales Aren’t Enough— 
You have collect, too. 


REPORTER’S NOTE: Those of you who are 

unfamiliar with Field Enterprises will recognize the 

company by its publications—World Book Encyclopedia and Childcraft. 
Ray Snyder is their direct mail manager, and as such, 

develops special mail order offerings for file of 2 million World 2 

Book owners. He also has to collect once a 

his appeal has made a sale, and this is the subject a 

of Ray’s article. He is a native Chicagoan, a graduate of DePaul 
University Academy, and a published author. Direct 

mail people will get a chuckle out of the title of his book. It’s called “Bigger 
Profits In TV.” 


by Raymond A. Snyder 


Manoger, Direct Mail Department, Field Enterprises Educational Corporation—Merchandise Mart, Chicago, Illinois 


»0 FEW MEN in the direct mail 

field realize that the real foun- 
dation for success in their operations 
in selling by mail lies in successful 
collections as much as it does in a 
favorable sales figure. | would like 
to talk about collection procedures, 
and outline some economies that 
might help in your operation by the 
use of some special forms that we 
have developed at Field's. 

The first important consideration 
for an ultimate successful collection 
is the qualification of orders. At 
Field Enterprises we are fortunate 
in having a credit experience of our 
subscribers in the method by which 
they have handled their encyclopedia 
account. However, there are many 
buyers who have paid out well on 
an encyclopedia account, but who 
have become problems in the future 
offerings through the Direct Mail 
Department. 

A few months ago I made a study 
of two complete mailings in order 
to determine certain areas where 
caution was recommended in the ex- 
tension of additional credit. Basically, 
the report was set up on the basis 
of the percentage of the total list 
in a state. The percentage of orders 
received on the particular offerings 
were checked, and the average per- 
centage of bad debts for the pro- 
motions. Also, percentage of bad 
debts for the individual states. 

In most cases it was found that 
a state pulled its proportional share 


of orders to total orders, and had 
a favorable bad debt percentage. 
However, in Texas, Alabama and 
Washington, D. C., we found that 
the percentage of sales was about 
the average recommended by the 
state based on the total names on 
the list, but in checking the bad 
debt percentage, we found that in 
these three states, the bad debt per- 
centage was more than twice what 
it was for the average of all states. 

We now require a credit informa- 
tion blank to be completed on any 
orders from these states on any pro- 
motions going for an item of $10.00 
or more value. 

A further refinement of this sur- 
vey revealed that the cities of New 
York, Philadelphia, Detroit, Chicago, 
and Los Angeles showed a very high 
bad debt percentage for these promo- 
tions. Further study indicated that 
the bad debt accounts came from 
certain zones in these cities. As a 
result of this study, we now qualify 
orders from these cities by zones. 
If we receive an order from a zone 
that appears to be a critical collec- 
tion zone, a credit application form 
is sent, and based on the informa- 
tion received, the orders will be ac- 
cepted or the customer will be told 
we will sell only on a cash basis. 

Our qualification procedure de- 
pends on what we are selling. In the 
case of a book offering of $5.00 or 
less, we do not qualify orders. Where 
the offering is from $5.00 to $10.00, 


we use the procedure I have just 
outlined in the zones and the three 
states. But if the cost of the item is 
$10.00 or more, and _ particularly 
when we are selling a merchandise 
item from $50.00 to $100.00, we 
check all orders against a trial bal- 
ance in the World Book Encyclopedia 
Division. This tells us how the ac- 
count is being paid in that area, or 
if it has already been paid. We then 
check the name against a bad debt 
file in the Direct Mail Department. 
This tells us whether this customer 
is defaulted on some previous offer- 
ing through the Direct Mail Depart- 
ment. In questionable cases we send 
a credit application, and based on 
the information received, we either 
accept or refuse the order. 

I realize there are some accounts 
that we turn down by virtue of this 
credit check that might pay out. 
However, I also feel that using pre- 
caution will definitely keep our credit 
losses at a minimum. It is difficult 
to refuse orders, and in a recent 
promotion we turned down 1,000 
accounts. Nevertheless, it would ap- 
pear to me that accepting orders 
without a good credit qualification 
is equivalent to throwing money out 
the window. 


How Many Letters? 

So much for qualification of or- 
ders. Now, what about collection 
follow-up procedure. How many col- 
lection follow-up letters should there 
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DEAR FRIEND: 


DID YOU KNOW? 


THERE ARE 525,600 MINUTES IN A 


ORDER. 


IT'S ONLY A MINUTE! 


YEAR! 


WON'T YOU TAKE ONE OF THEM, RIGHT NOW. 


TO ATTEND TO A LONG PAST-DUE OBLIGATION. i 


ENCLOSED IS A BILL AND AN ENVELOPE. 


THAT'S REQUIRED IS YOUR CHECK OR MONEY 


Dear Friend: 


this small 


ALL 


THIS LETTER IS SMALL RSCAUSE IT CONCERNS a 
small BALANCE that is 


have every 


this friendly 


past Gue on your account. 


confidence that 


you will pay 
t, so I am sure you won't mir 


ion Manager 
t Mail Department 


be? Should there be 4, 8 12. how 


many? I am sure if I were to ask 
twelve direct mail people, | 


any 
would get a dozen different answers. 
I know of some in direct mail who 
will subscribe to a book or maga- 
zine, and purposely let the account 
run the gamut of collection letters 
in order to receive all of the follow- 
ups of the particular company. Then 
these follow-ups are reproduced with 
minor changes, and will represent the 
collection series for their operation. 
If the series produces a favorable 
collection, they will be accepted, and 
in some cases be used as long as ten 
years without any modification. 

I have already tested every col- 
lection letter in any series that I 
have developed. My yardstick for 
qualification and use of a collection 
letter is that it must bring three 
times its cost in collections. In other 
words, unless for every $100.00 spent 
on a collection letter, $300.00 is re- 
ceived, the letter in my opinion is 
not paying its way. The letter should 
either be dropped, or be modified 
and then retested. In the case of large 
volume operation where the detail 
of the processing of collection letters 
can be handled in quantity, a ratio 
of two to one is to be considered, 
but generally speaking, a margin for 
three to one on any collection letter 
is recommended. 

It is also obvious that one series 
of collection letters designed for 
large and bad debt accounts is not 
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Two letters, typical of those used by Field Enterprises. 


to be recommended for a series deal- 
ing with a collection of a $5.00 item. 
I am sure you have received, as | 
have, letters threatening attorney ac- 
tion on an account for a book at 
$3.95. This comes about when an 
organization has one series of col- 
lection letters for all accounts, and 
doesn’t take the time to occasionally 
review the copy in the letters to see 
whether they fit a promotion of an 
item costing considerably less money. 
This threatening of attorney action 
on a low price account appears ri- 
diculous in the mind of the customer, 
and he treats such a letter with the 
contempt it warrants. Nevertheless, 
you will find companies today using 
attorney letters on essentially small 
balances. 

When you have a new idea for a 
collection letter, it is not essential 
to test the letter with the entire 
group that might be ready to receive 
a particular follow-up. A small seg- 
ment of a group can be taken, and 
a parallel test made with an equally 
small group of accounts to determine 
the value of the new theme that is 
being considered. In other words, you 
don’t have the entire collection series 
on a large promotion suffer by chang- 
ing one letter which after a test in- 
dicates it didn’t do as good a job 
as a letter being used currently. 

Don’t give up easily. When should 
you give up on an account as far 
as collection is concerned? The an- 
swer to this question should always 


be based on a study of the collection 
effort. In my association with Field’s, 
I detected a premature write-off on 
several accounts. | recommended a 
test program of some additional let- 
ters to these accounts. In most cases 
the write-off had been made six to 
twelve months previously, and noth- 
ing had been sent to these customers. 
Recoveries on six different files have 
ranged from 20% to 48%. This 
would indicate that it is sometimes 
premature to write off an account 
until every possible effort has been 
made to collect. In one of these 
files we had sold a Bible, and in 
our form copy, I used a change of 
pace and explained that it was dif- 
ficult for us to understand how any- 
one who would purchase a Bible 
would not pay for it. We have been 
able to recover 38° of these ac- 
counts. In my opinion the success 
of this cash recovery was due to 
the fact that we did not have a 
sufficiently strong collection dunning 
system, and it is with this thought 
in mind that I suggest that you study 
your own series, and you may be 
surprised with the new ideas you 
get by looking over your own series 
of letters. 

As a final thought, I would like 
to state that “the only thing con- 
sistent in direct mail is its incon- 
sistency.” Test constantly in collec- 
tion efforts and you will realize 
maximum profit in your direct mail 
operation. 
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complex way of doing something 
all forget the time and money saving virtues 
of simplicity, here's ‘s latest effort 


H™ IN AMERICA we live in a land 
strongly dedicated to advertis- 
ing, salesmanship, and sales. Ameri- 
can industry spends ten billion dollars 
a year to advertise its wares. Radio 
and TV are dominated by advertising 
and, of course, we all know the im- 
portance of direct mail to the adver- 
tiser. The sum and substance of this 
tremendous effort is all directed 
toward one main purpose—to get a 
new customer. When you consider the 
fantastic sums being spent to get 
these new customers, it is doubly sur- 
prising to see how flippantly the 
names of these new customers are 
actually processed in most businesses. 

Almost every business organization 
has a mailing list, and the new cus- 
tomers are supposed to be added to 
the list. But in practice there is a 
wide gulf between what management 
thinks is being done and what actu- 
ally happens. The reasons are many, 
and in this short article I'll try to 


by Jerome B. Osherow, President, Advertisers Addressing System, 703 N. 16th Street, St. Louis 3, Mo. 


illuminate the problem and suggest 
a cure. 

“Dinwiddie and O'Hare” are a fine 
exclusive men’s store. They spend 
about % of their advertising 
budget in the newspaper and 40% 
on direct mail. They sell fine ready- 
made suits which start at $235 and 
up. A new customer to “Dinwiddie 
and O'Hare” is truly a precious asset. 
They try very hard to pick up all of 
their new accounts. One girl in the 
office is charged with the responsi- 
bility of checking every sales ticket 
against the mailing list. This takes 
about two hours a day. She has lots 
of problems—the clerks scrawl the 
names—many sales tickets are marked 
“Cash”—other names are misspelled 
—first names are changed to initials, 
and vice versa. But Millie Schultz- 
heim is a conscientious gal—she has 
been with the firm twenty years, 
knows most of the customers by 
name, and she does an outstanding 
job. Not too many of the new ac- 
counts slip through. After she checks 
out the names, she copies them on 
3x5 cards and mails them to the 
mailing house who has been doing all 
of the mailing for “Dinwiddie and 
O'Hare” for more than ten years. The 
mailing house embosses metal plates, 
proofs them on 3x5 cards and sends 


them back to Millie to double check. 


This part of the job is under close 
control. 

At “Dinwiddie and O'Hare,” every- 
thing is dependent upon Millie 
Schultzheim. Millie doesn’t get paid 
much—her salary is $1.60 per hour 
—but no one else knows the accounts 
like she does. Last year when she was 
out six weeks with her appendicitis, 
the customer list went partially to 
pot. When she takes her vacation, 
things go haywire, and if she should 
retire, nobody knows what would 
happen to the mailing list except 
“something would have to be done 
about it.” 

Although the prior illustration is 
that of a retail store, don’t think that 
the average industrial account is in 
too much better shape concerning list 
procedures. As a rule industrial ac- 
counts have less names to worry 
about, but each name is more valu- 
able. Therefore they can rightfully 
spend a lot more time and money to 
perfect mailing list procedures. We 
have had the opportunity of survey- 
ing countless industrial accounts 
ranging from multi-factory opera- 
tions employing tens of thousands to 
small one-shed operations. Invari- 
ably somewhere within the system 
that adds a new name to the list there 
is a copying operation which relies 
upon some trusted employee to do 
something. This is the weak link in 
almost all systems. 
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After examining literally hundreds 
of “systems,” most of which rely on 
“some trusted employee to do some- 
thing,” we have come to the conclu- 
sion that there is only one system 
that really works. We call it “Ledger 
Card Control.” “Ledger Card Con- 
trol” will assure you of 100% 
identification of all new credit ac- 
counts, although it will not control 
your new cash accounts. That is a 
separate problem. 

“Ledger Card Control” is child- 
ishly simple—as are most good ideas 
—and it has the tremendous advan- 
tage of being completely practical. 
lt works. Wherever possible, we sug- 
gest to our new clients that they adopt 
“Ledger Card Control” and tie in all 
new customer routines with this 
system. 

“Ledger Card Control” is based 
upon the premise that every business- 
man must control his cash. There 
may be system loopholes by the score 
in most firms, but any business that 
is going to stay in business must 
charge customers for what they buy 
and these charges are always re- 
corded on a ledger card. “Ledger 
Card Control,” in a nutshell, is sim- 
ply this: Control the supply of blank 
ledger cards, number them in con- 
secutive order to facilitate this con- 
trol, and then check out each number 
to see that it is marked “new cus- 
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tomer” or “replacement.” That's all 
there is to it. In practical application, 
most of our accounts type their 
ledger sheets with a 3x5 duplicate, 
and the number is also on the dupli- 
cate copy. Then the girl checks the 
duplicate against the ledger control 
and the 14 new accounts abstracted 
from the first 197 ledger cards used 
in the month of April, for example, 
are set aside for plates to be made. 
A refinement of this system is to type 
in triplicate with the duplicate copy 
going to the Mailing Department or 
to the mailing house (us). Then, 
when the proofs of the plates come in 
they are checked out against the 
triplicate copy. This triplicate copy 
can also control a “thank-you letter” 
which may be sent out by the firm or 
their lettershop. Other introductory 
literature can be controlled the same 
way. 

“Ledger Card Control” can be 
adopted by any firm in approxi- 
mately five minutes. All you do is 
take your supply of blank ledger 
sheets and start numbering them in 
consecutive order. Then take some 
ruled paper and mark the same num- 
bers, so that you can record what 
happened to each ledger card. This 
five-minute task sets up a system 
that will assure you of controlling 
every new charge account that your 
organization develops. With a carbon 


copy and a checkmark, you can verify 
that a new plate has been made, 
proofed, and added to your list. If 
desired, the proof could be made on 
an envelope which you might use to 
send an introductory mailing to your 
new account and thus kill two birds 
with one stone. 

We hope that the very simplicity 
of “Ledger Card Control” will not 
disguise its worth. We consider this 
to be a cornerstone in all of our list 
maintenance procedures that we set 
up for our new clients. “Ledger Card 
Control” assures our clients of get- 
ting all of their new customers added 
to the mailing list. Later, by applying 
the principles of the “Recency-Fre- 
quency-Monetary-Ratio” (See Octo- 
ber, 1960 Direct Mail), unprofitable 
names can be removed from the mail- 
ing list. By doing a good job of 
“weeding and seeding,” you can raise 
a most profitable crop of good cus- 
tomers. 

This article does not answer the 
problem of what to do about “cash” 
customers, which is primarily a prob- 
lem of retailers. This requires an 
article by itself and perhaps in some 
future issue of Direct Mail you may 
find a solution. e 
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| Postal Roundup 


We'll stick our necks out by pre- 
dicting . there is little likelihood 
of postal rate increases this year. But 
don't let down your guard or stop 
contacting your Congressman. 

The Associated Third Class Mail 
Users, The Mail Advertising Service 
Association and the Washington rep- 
resentative of the DMAA have done 
a fine job of keeping their members 
informed about the mixed up situa- 
tion. 

Briefly . . . this is it. As previously 
reported, the House Appropriations 
Committee flatly refused to allow the 
Post Office one red cent for Public 
Services it performs free. That vio- 
lated the Postal Policy Act of 1958. 

The new Postmaster General had 
no alternative than to ask for full 
rate increases recommended by his 
predecessor. So the bill was intro- 


During this period of postal rate battling, we should reproduce for you one page from the 1960 Cost Ascertainment report. This is just the first 
page of the two page consolidated report, but it represents 99% of all pieces mailed. Second page was devoted to International mail and 


duced in the House and Chairman 
Tom Murray started hearings nearly 
immediately. There has been a no- 
ticeable lack of urgency in the hear- 
ings as many of the new Congressmen 
seemed more anxious to find out 
what this Postal Policy agrument was 
all about. House hearings may end 
soon, but it’s anyone’s guess as to 
whether Committee will vote favor- 
ably on the bill. A close vote is ex- 
pected. 

No companion bill was introduced 
in the Senate until May 4. The Post 
Office Committee, under Senator 
Johnston, wouldn't sponsor it . . . so 
it was introduced by new Senator 
Williams of New Jersey cosponsored 
by Senators Haydon of Arizona, 
Muskie of Maine, Neuberger of Ore- 
gon and Randolph of West Virginia. 
Of the five, only the latter is even a 


member of the Post Office Committee. 

Following the introduction of bill 
in Senate, Senator Humphrey of Min- 
nesota spoke against any rate action 
until Public Service items can be 
worked out. Senator Johnston spoke 
in favor of the Humphrey suggestion. 

So it looks like Senate Hearings 
may be delayed until someone is 
able to put over an understandable 
course in semantics. The whole 
trouble with the Post Office mess is 
that darn word DEFICIT. You never 
hear of the Department of Agricul- 
ture having a deficit. It gets an ap- 
propriation to cover its costs. With 
the Post Office . . . there is a GAP 
between what it costs to run the de- 
partment and the amount of money 
taken in for postage and special serv- 
ices. That GAP is the DEFICIT the 
politicians and newspapers talk about. 
But the GAP is caused primarily by 
the host of services performed free 
for the public and other Government 
Departments plus research, new equip- 
ment, and so forth, which would in 
private business be considered cap- 
ital investments. The Postal Policy 
Act of 1958 outlined that the serv- 
ices be repaid by appropriations. But 
the Appropriations Committee re- 
fuses to follow its own law. 

That’s what the present hassle is 
all about . . . and it may result in no 
rate increases this year. (Cont. Page 50) 


special services (representing about 13% of total revenue). Study this report and you will get a clear picture of variations in revenue, piece 


counts, weights, etc., of the various classes of mail. 
to the Superintendent of Documents, Government Printing Office, Washington 25, D. C. 


You can get your own copy of the 1960 P.O.D. Cost Ascertainment Report by sending $1.00 
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Letters and Sealed Parcels Nonioesi 1/..... $ 938 038 28. 19 288 763 498 30. 293% 653 694 5.591% 4.863 143.540 
Leeal j/... 46) 589 646 14.563 ll 303 907 219 17.753 | 267 204 002 2.457 4.278 168.378 .407 
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Total Originating First Claes... 500 990 O21 201 33 2M 809 440 $2.195 | 955 565 936 8.175 2.316 157.079 


Letters ee eee 12 901 829 5.400 | 1 309 317 413 2.056 50 339 791 430 8.623 224.279 
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ee eee | $ 156 776 209 4.721 1 355 727 601 2.129 102 763 747 .879 11.564 152.560 1.213 


Exempt from tone rates... 5 363 1 701 636 933 2.673 307 O71 105 2.627 316 1.753 2.887 
Exempt classroom publications. 687 145 021 78 385 903 -123 35 747 166 . 306 | 1.922 7.297 
5 856 640 47) 1 833 637 795 2.8860 643 122 066 5.502 865 2.466 5.611 
Newspapers other than dailies 5213 44 097 847 636 206 1.331 162 306 3% 1.389 .379 1.980 3.064 
Magetines and periodicals of genera! interest.... 41 148 713 1.239 2 153 751 327 3.383 1 458 061 637 12.474 1.911 2.822 10.832 
Agriculture, Business, Professional, ete. 9 413 937 283 801 333 745 1.258 251 941 738 2.156 1.175 3.737 5.030 | 
Religious, Educetionsl, 221 007 72 975 i2 15 6 600 599 .056 .303 3.351 1.447 

Totel Publishers’ Second Class.. 7. 286 11.763 TB 850 %.510 1.014 7.650 6.120 


Transient .. 3 512 701 . 106 44 745 206 070 18 437 022 | 7.850 19.052 6.593 

Pubiteners’ returned Pore 3579... 650 465 .050 - - - 

Application Fees 101 135 .003 ~ i 
Total Second Class...... $ 81 190 2.445 7 502 264 11.833 2 883 287 945 6.668 1.078 2.816 
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Third Class 
Single rate 143 069 4% 4.309 3 476 O19 489 5.459 305 629 467 2.615 4.116 46.811 1.407 | 
Bulk Yete . 290 172 509 8.73% 14 46M 187 936 22.669 971 296 566 8.310 2.010 29.875 1.077 | 
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$ 438 558 (13.207 17 910 207 425 26.128 1 276 926 O31 10.925 2.449 1.141 
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Zone rete parcels (except catalogs). ... $5 % 865 | 16.796 839 891 207 5 161 570 637 4.159 66.406 | 10.806 98.328 
Catalogs (Postal Manual 135.12) o18 913 71 S25 O64 112 | 216 814 4% 1.855 20.998 6.927 48.501 
Educational Materials (Postel 135.13) eee 28 572 750 116 466 148 447 6 702 3.830 30. 359 6.383 76.097 
Librery (Postal Manus 135.14)........ 937 $92 .028 10 250 257 51 750 805 443 9.147 1.812 80.780 | 
Matter for Blind at | cent per pound. om 1? 228 001 139 376 - | 1 667 283 014 12.361 1.033 191.400 | 
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TEST MAILING S... 


and your responsibilities in your company! 


One way the Promotion Manager can cope with 
rising prices is to cut corners on the cost production 

. but when almost half the expense of a ‘‘budget” 
mailing is in the POSTAGE, it soon becomes obvious 
that it might be wiser to try to increase results by 
testing new formats, new copy angles, new offers 
and new mailing lists. 

We make this point to emphasize our belief that 
TESTING is an obligation of every promotion manager 
because of the rapidly changing buying habits, per- 


we 
ins 


sonal preferences and sub-conscious motivations 
inherent in our free economic society! 

To show you all the creative and change-of-pace 
possibilities of RETURN-A-CARD SALES LETTERS in 
meeting various kinds of sales problems, we're pre- 
pored a new SUCCESSFUL PROMOTION FOLDER. 
A short note on your letterhead stating the market 
for which promotion is intended will bring a portfolio 
to your desk. All we ask is your fair consideration, 
and an open mind. 


CHOICE OF 9 FORMATS | 


© Return-A-Card Letter, 82” x 11” 

Return-Velope Letter, 82" x 11” 

® Return-A-Card Monarch, 7%” x 11” 

Return-Velope Monarch, 7%" x 11” 

® Return-A-Card Gram, 7%" x 7%" 

Return-A-Card Memo, x 

Return-A-Card Memo, 7%” x 

® Return-A-Card Self-Mailer, 9%" x 12%" 
®@ Return-A-Card Self-Mailer, 11” x 17” 


ALL PRODUCTION FACILITIES UNDER ONE odie: 


“SALES LETTERS, incorporate 
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Willi a Country Club membership 
pay off in sales contacts? 


Joining a country club for sales con- 
tacts is a good idea, but is it practical? 
Such social contacts are not only ex- 
pensive, but they are not available in 
sufficiently large numbers. 


On the other hand, sales executives 
estimate it costs from 7 to 17 dollars 
for every call a salesman makes under 
normal selling conditions. Any way 
you look at it, a sales lead costs money. 


To reduce selling costs, our customers, 
who employ more than 250,000 sales- 
men regularly use Reply-O-Letter — 
direct mail’s most effective contact- 
maker. You can, too. 


As the name implies, there's a Built-In 
reply card in a special “pocket” behind 
Reply-O-Letter. No stamp is needed to 
reply, not even a signature! 


REPLY-O-LETTER ORDINARY LETTER 


Above is Reply-O-Letter (A), and an 
ordinary letter (B). When a prospec- 
tive buyer receives the ordinary letter 


his natural reaction is to pick up the 
loose reply card and read the offer 
without first having read the sales mes- 
sage. When this happens he feels he 
is asked to decidt on something he 
doesn’t know very much about. Now 
see how Reply-O-Letter works: the let- 
ter with its strong selling message is 
read first. The copy has an opportunity 
to convince the reader. In addition, the 


See how Reply-O-Letter cuts through 
office routine. No secretary needed. No 
envelope. No stamp. Not even a signature. 


life of a Reply-O-Letter is longer be- 
cause letter-and-reply-card are never 
separated until the buyer is ready to 
act. Reply-O-Letter boosts your direct 
mail results by as much as 30% to 


50%. One user says, “Spending money 


for an ordinary letter is like buying 
a suit without pockets”! 
All the sales contacts you want! 


For over 26 years the Reply-O-Letter 
organization has helped prepare and 
launch literally thousands of programs 
to produce sales contacts for all kinds 
of products and services and under all 
kinds of circumstances. Our writers 
and artists, our unequalled experience 
and our record of tangible results are 
your assurance of maximum sales con- 
tacts for your salesmen. Yet, you can 
be sure Reply-O-Letter costs less than 
an ordinary multigraphed filled-in 
letter with card loosely enclosed. 


Why join a country club? Perhaps the 
question should be . . . when? Try 
Reply-O-Letter first. A lot of men can 
afford to belong to country clubs 
because of the profitable sales con- 
tacts they gained via Reply-O-Letter. 


Reply-O-Letter can help you. Our 
booklet, “The 3 R’s 
of Direct Mail” tells 
how . . . Send for it 
today ... on your 
letterhead, please. 


REPLY-O-LETTER 
5 Central Park West e New York 23 
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Well-chosen words 

From Dateline 1961, publication of 
The Overseas Press Club of America: 
“A growing fashion today is to be 
bored with communications . . . to 
speak contemptuously of the way 
‘other people’ misunderstand the word 

. to dismiss communications as a 
cliche. We cannot afford such intel- 
lectual negativism. More than ever 
before, man’s great hope lies in com- 
munications. Technical information 
can reach further than handouts of 
wheat. Ideas bend any steel, crumble 
concrete . . . can elevate all men. . . .” 


Hats Off 

Amidst the tasteless type being 
spewed (yes, “spew” is the word) in 
honor (?) of the anniversary of the 
Civil War, it was a genuine pleasure 
for this mild history buff to read an 
article entitled “The Illinois Central 
in The Civil War: Railroading Under 
Two Flags” in the April issue of the 
Illinois Central Magazine. According 
to the editors, the article is based 
on stories written for the magazine 
in past years by men who served the 
Union and men who served the Con- 
federacy during the conflict. And they 
also acknowledge that the story leans 
heavily on the Illinois Central's his- 
tory written by Carlton J. Corliss. 

The editors have resisted any urge 
to commercialize or go in for s -nsa- 
tionalism. They've produced a fine 
piece of historical writing that only 
naturally and legitimately ties in with 
the railroad. Fine writing done in 
excellent taste. Hats off. 


Flying High 

Most of the internal company pub- 
lications I peruse leave me as cold as 
an Alaskan well-digger. Some might 
argue there is nothing significant in 
this reaction since I am an “outsider” 
and internals cater to the interest of 
“insiders.” Maybe so. Yet, wouldn't 
you agree that an internal that can 
attract outsiders has a plus going for 
it? Flagship News, the internal of 
American Airlines, is just such a 
publication. It gets my full attention. 
Here are the reasons it does: 

The purpose of internals is to 
disseminate “news” oriented to the 
sponsoring company. Yet most in- 


JUNE, 1961 


ternals I see do not look like news 
publications, are not written like news 
publications, nor issued with a fre- 
quency that comes anywhere near the 
frequency — a frequency that spells 
“urgency” — of news publications. 
They swim against the tide of the 
image that readers — even employees 
— have been conditioned to associate 
with news publications through years 
of exposure to newspapers and news 
magazines. This can not be said of 


Flagship News. 


Dressed for the Occasion 

From the first impression, Flagship 
News heralds its purpose. It’s printed 
on newsprint, a paper that is not the 
most aesthetic, but certainly is the 
universal sign of news copy. (Wonder 
why more internals are not printed on 
newsprint?) The page layout, story 
headlines, picture captions, and tab- 
loid size of Flagship News are com- 
pletely in character. Furthermore, it’s 
published weekly. In appearance and 
frequency, therefore, Flagship News, 
unlike many internals, does not belie 
its purpose. It is intended to dis- 
seminate “news about American Air- 
line to American employees.” It ap- 
pears in appropriate working clothes. 
It’s a newspaper, pure and simple. 

Whatever the obstacles confronting 
the editors — and admittedly they 
may be difficult to hurdle — many 
internals lack the breadth and style 
of reporting necessary to strike a re- 
sponsive chord with the varied in- 
terests, intellectual levels, and moods 
of employees. Often they’re limited 
to sparse reporting of sophmoric 
“personnel” items and_ saccharine 
“ivory tower” preachings. Not so the 
paper of American Airlines. Flagship 
News reports company-wide news, 
and industry news in profusion. It 
really covers the waterfront. An aver- 
age issue contains 46 stories. Nine of 
these are company-wide, 30 devote 
themselves to what employees are 
doing, and 7 deal with industry and 
government affairs that affect Amer- 
ican. Furthermore, this profusion and 
variety is fairly constant, proof that 
it is achieved deliberately. Each issue 
of Flagship News, therefore, contains 
enough different subject material to 
give it real mental muscle. 


a column on house publications 
by James McAdam 


Dynamics Galore 

But the variety inherent in Flag- 
ship News is not simply a matter of 
volume of material nor carefully bal- 
anced choice of subject matter. Much 
of the writing in company publica- 
tions is done in a single monotonous 
tone, usually a tone producing over- 
tones of a classroom lecture. Not so 
the Flagship News. There is life to 
this reporting. At times subjects are 
treated crisply and factually in the 
best traditions of a wire service re- 
port. At other times human interest 
is the main ingredient. Some subjects 
are treated as seriously and as pro- 
foundly as an Emerson essay. Others 
are treated sentimentally, humorously, 
with tongue-in-cheek, whimsically, 
cleverly. Therefore, there is a con- 
stantly changing tone to the writing 
in each issue that guarantees a match 
with some interest of each reader, 
V.P. or mechanic, secretary or hostess 
or wife. 

This is a smart, modern paper, too. 
Pictures are used in great numbers 
and spaced with discernment through- 
out the paper to break up the copy 
blocks. 


Nor are picture captions treated 
with the left hand of imagination. 
They're sprightly. A picture of that 
haunting Hungarian Zsa Zsa Gabor 
and an American Airlines employee 
is captioned : “Strictly From Hun- 
gary.” A picture of King Hussein of 
Jordan greeting an Americ an Airlines 
captain and his wife is captioned: 
“Here Comes “Mr. Jordan’.” A pic- 
ture of pretty TV actress Jane 
Burghardt is captioned: “Plane Jane.” 
A picture of an American Airline 
hostess about to tee off for a round 
of golf is captioned: “Wood, Spare 
that Tee.” 


The story headlines are sprightly, 
too. Here are a few: “Program No 
Gimmick, Fanjet Is “The Most’. . . 
How To Train PSR’s? Model School, 
Natch, Is AA Answer . . . Hoagy 
Likes AA Java — And Proves It. . . 
Tulsa Dolls Dress Dolls For Yule 
Gifts To Needy . . . AA’s Reputation 
At Steak.” The lively language of 
these headlines is a far cry from the 
stodgy Old English so often found in 
internals. 
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Of course, Flagship News also con- 
tains employee training stories. But 
there is a difference. These stories 
take up only a modest amount of the 
space in each issue. The paper isn’t 
a camouflaged training manual like 
so many internals. Furthermore, 
there is no “our-founder,” patroniz- 
ing propoganda in it. Flagship News 
handles training stories in a purely 
factual yet interesting manner. The 
paper goes easy on the ‘rah-rah-for- 
our-team™ talk. In fact, and I think 
this is an insight into the thinking of 
the editors, Flagship News even car- 
ries a column called “Service Boasts 
— And Boos.” This column not only 
contains letters of compliment which 
American has received, but also con- 
tains letters of complaint. The latter 
is not too often seen in internals. It 
must be considered hearsay. Yet the 
negative does accent the positive. 


Hail to the Chief 


A big percentage of internals re- 
serve the inside front cover or some 
other prominent space for a message 
from the president. Frankly, I find 
this is usually most unfortunate. 
True, presidents are capable men or 
they wouldn't be presidents. But 
they’re not necessarily writers, and 
they don’t always really have some- 
thing to say. Yet the column must be 
filled each issue, and it is filled — 
often with deadly, heavy-handed dull- 
ness. It so happens that C. R. Smith, 
President of American Airlines, has 
a reputation for being able to prepare 
a pungent paragraph. But, despite his 
ability to write well, does Mr. Smith 
stake out his own preferential corner 
of Flagship News each issue? No. 
“C.R.” contents himself with an oc- 
casional piece that is brief and de- 
livered with the impact of a short 
uppercut thrown by a tall heavy- 
weight. Here’s an example of Mr. 
Smith’s style. It’s about the subject 
of profits: “If American Airlines 
buys a single four-cent postage stamp 
that is not necessary, we have to carry 
over four tons of traffic for a mile to 
get the expenditure back.” I've seen 
many an internal where the brass 
would have used two pages to say less 
and say it less effectively. 

A bright vein of humor runs 
through the paper, too, even when 
the laugh is on American: “What 
began as an excellent promotion for 
American Airlines at Dallas backfired 
recently in favor of a competitor. AA 
reservations at Dallas set up ‘see your- 
self’ closed circuit television in the 
city ticket office at the Baker Hotel. 
Passersby could see their television 
images on a TV screen from the 
street. 


“But somehow the camera, usually 
pointed directly out into the sidewalk, 
got tilted up and over. On the screen 
for an entire afternoon was a 21-inch 
view of the Continental Airlines office 
across the street.” 

So these are just some of the rea- 
sons I find Flagship News a delight- 
fully interesting and breezy piece of 
literature to enjoy each week. How it 
gets that way is another story. I plan 
to interview Joe Moran and Bob 
Brennan, editor and assistant editor 
of Flagship News respectively. Vil 
give you a report on this meeting. 
These two worthy word-smiths un- 
doubtedly have some ideas that might 
be helpful to others. (Ed. Note: As 
this issue went to press, it was an- 
nounced that Flagship News just won 
third prize in one classification of the 
L.C.1L.E.’s publication competition. 
There were 670 company publications 
entered and 37 received awards. } 


Reminder 


Mead Paper's exhibition of house 
publications this year is bigger than 
ever. It not only includes publications 
from several thousand U.S. compa- 
nies, but from companies in Pakistan, 
India and England. Those of you in 
the Chicago area should make it a 
point to see this exhibit. It will be 
in progress at Mead’s offices (20 
North Wacker Drive, Chicago) until 
June 14th. e 


THE CHRISTMAS 
CARD LIST 


Reporter's Note: Several months ago, 
we ran an item about Christmas 
messages . . . which caused Steve 
Shannon of The Greeting Card Assn.., 
30 Rockefeller Plaza, New York 20, 
N. Y., to write us. Among other 
things, he told us that for many years 
his association has been campaigning 
to get greeting card users to include 
their name and address on both enve- 
lope and card. In spite of supersti- 
tion or an old wives’ tale, it is not a 
violation of social ethics to include 
your name and address. Remember 
that next Christmas. Along with his 
letter, Mr. Shannon sent us the fol- 
lowing essay released by the associ- 
ation. It is from the writings of 
Lynn Hough Corson, Minister of 
Haddonfield Methodist Church, Had- 
donfield, N. J. Direct Mail readers 
should enjoy it and file for future 
re-reading. Many of us could profit- 
ably use this analytical approach in 
studying our business lists. 


THE CHRISTMAS CARD LIST 


It’s a heart-warming experience to read 
over your Christmas Card List. 
There is some sadness in it. A few 


names remind us of our own mortality and 
briefness of our earthly pilgrimage. We 
pause at the mention of their names; we 
see their faces and hear their voices; and 
we pass on, knowing that whatever greet- 
ing we send this year must go by the 
heart’s quick messengers of thought and 
prayer. 

But there is a wonderful joy in it, too. 
Through the list are the shining names, 
our closest and most intimate friends with- 
out whom life’s brilliant color would turn 
all gray. Every remembrance of them 
brings a warm glow to the heart and we 
read their names slowly as if reluctant to 
let such bright, glad memories pass. 

There are some names that make us stop 
reading for awhile and reflect on the mu- 
tability of life. Changing circumstances 
alter our relationships with each other; last 
year’s friend might be somewhat less than 
friendly now and we pause to ask some 
searching questions of ourselves; where 
have we failed? What word spoken or 
unspoken has made all the difference? 

Then there are names which like bridges 
span the chasm of the years and bring 
back memories of the days that are no 
more; old family friends whom we never 
see but whose yearly Christmas greeting 
is just one more link in the golden chain 
that binds us to the past. The mere men- 
tion of the name recalls some youthful 
prank, some generous act of love, some 
happy page from childhood’s book of 
memory. 

And then, of course, there are the names 
of those whom we have not seen for years 
and may not ever see again. Year after 
year we wonder what truly useful purpose 
is being served by keeping them on the 
list. But so precious a thing is friendship 
and so reluctant are we to bear the blame 
of extinguishing its fires; so strong a thing 
is sentiment, that no deletion is made. 

Yes, the Christmas Card List can be a 
bit disquieting as well as very comforting, 
but most of all it is revealing. We read; 
and the course of friendship through the 
intervening months again becomes clear 
and we approach the pleasant chore of 
remembering our friends and loved ones at 
Christmas time with renewed and happy 
anticipation. 


Soviet dentists, so we've just learned, 
don’t use porcelain in filling cavities. In- 
stead, a comrade’s choppers are filled with 
either steel or gold, depending upon the 
fillee’s rank or social status. And this, we 
believe, may help to explain why photo- 
graphs or films of Russians generally show 
them to be grim appearing. After all, a 
grin would reveal the relative esteem in 
which individual citizens are held by the 
boys in control of the U.S.S.R. Then, too, 
there are several other reasons why smiling 
must come hard to a citizen of the Soviet— 
apart from an understandable reluctance 
to display a mouthful of steel. 


—From Take Five, h.m. of the Keller- 
Crescent Corp., Evansville, Indiana. 


The driller just back from Alaska was 
telling of his harrowing experiences in the 
cold country. “There were Indians to the 
right of me, Indians to the left of me, 
Indians in fromt of me”” 

“Man!” said his listener, “What did 
you do?” 

“What could I do?” exclaimed the 
driller. “I bought a blanket!” 

—From: The Core Driller, published by 

George FE. Failing Company, Enid, 

Oklahoma. 
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Designer: 

Jacques Nathan-Garamond is head 

of the Graphic Design Department 

at the Ecole Nationale Superiéure 

des Arts Décoratifs, in Paris, 

a position he has held since 1939. 
In addition, he intai 

his own studio for advertising 

and editorial design. Creator of 

numerous exhibitions for the 

E.C.A. Information Service 

in Paris, he was awarded a 

Gold Medal for the 

“Best Poster 1958, Paris.” 


Jacques Nathan-Garamond, 
medal-winning French designer, 
challenges Penn / Brite 
with vigne*tes to test the sheet’ 
ability to held fine 
of tone ... solid blacks, blue 
oe and olive greens 
demonstrate opacity and 
ink acceptability. Further 
examples of the sheet’s 
compatibility with the 
“impossible” are reverses of 
fine type in screen and solids .. . 
and intricate register which 
would not be possible without 
the controlled moisture 
content of the sheet. The result 
of this “torture test,” 
as you see, is faithful repro- 
duction of each design element. 
Why not put Penn / Brite Offset, 
the value sheet, to the test 
on your next job? 


new york and penn 
pulp and paper manufacturers 


Write for new swatch book 
and the name of your nearest 
distributor. 

New York & Pennsylvania Co., 
425 Park Avenue, 

New York 22, New York. 
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DEALER IMPRINTING 
SIMPLIFIED 


A new machine that will drastically 
simplify the imprinting of dealer’s 
names on manufacturer’s and whole- 
saler’s literature has been developed 
by Cheshire Inc., 1644 N. Honore 
Street, Chicago 22, Illinois. Prior to 
the development of this labeling- 
imprinting machine, each different 
dealer imprint would require a cor- 
responding press stop and plate 
change—a costly, time consuming 
operation. In addition, it was neces- 
sary to use extreme care in handling 
the catalogs between the imprinting 
operation and the labeling operation 
so that mailing addresses would co- 
incide with dealer imprints. 

In 1957, Kable Printing Company 
of Mount Morris, Illinois, decided 
their company could no longer meet 
the growing need for this type of 
dealer-imprint mailing using existing 
methods, so with the help of Cheshire, 
and Armour Research Foundation of 
the Illinois Institute of Technology, 
they decided that the machine to do 
the job had to be designed and built. 

In operation, the machine is a 
composite of electrical and mechani- 
cal ingenuity. The labeling head is the 
latest design universal-type which 
will handle any style of label strip. 
A code on the label strip provides 
intelligence for actuating the imprint- 
ing unit. 

As the machine begins to operate, 
bulk copies of the piece for the first 
dealer on the list are imprinted as 
they pass through the machine (these 
are copies which will not be mailed, 
therefore requiring no address label). 
During the imprinting of these copies, 
the labeling head remains inopera- 
tive. The count of copies for each 
dealer is automatically and electron- 
ically controlled. When this count is 
completed, the imprinting unit sig- 
nals the labeling head which then 
starts to operate. Now the machine 
begins to affix address labels and to 
imprint simultaneously. 

The machine has the capacity to 
imprint and label up to 14,000 
printed pieces per hour, depending 
on the length of runs (short runs of 
bulk copies will require more change- 
overs, reducing this speed somewhat) . 
In addition, thinner catalogs (1/4-14’") 
will require less handling and can be 
run at faster speeds than thicker 
(34”) catalogs. These larger catalogs 
run at slower speeds only because 
more time is required for feeding into 
the machine and taking off from the 
conveyor after processing. 

When all of the address labels for 
the first dealer have been run, a code 
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on the label strip signals the imprint 
unit to change imprint plates. The 
imprint plates are automatically 
changed . . . and the entire cycle is 


repeated, beginning with bulk copies 
for the next dealer on the list. This 
operation continues until copies of 
the piece have been either imprinted 
only, or imprinted and labeled for 
every dealer on the list. e 


MEETINGS OF THE 
MINDS IN THE MIDWEST 

The Midwest was blessed with sev- 
eral outstanding direct mail meetings 
during April, among them the Busi- 
ness Mail Seminar sponsored by the 
DMAA in Kansas City on the 18th, 
and Chicago’s Direct Mail Day on 
the 19th. 

Those who turned out for the 
Kansas City meeting were treated to 
an informative and well attended pro- 
gram (over 200). The luncheon 
speaker, Randy McIntyre (O. E. 
McIntyre, New York) explained the 
problem of creating acceptance for 
business mail, what the BMF and 
the individual could do, and his 
theory for solving the critical postage 
rate increase problem. His sugges- 
tions for the latter appear on Page 
44D. 

Other speakers, all well received, 
were: Joseph McGee Jr., president 
of Old American Insurance Co.; 
Earle Buckley, president of The 
Buckley Organization; Clifford Schai- 
ble, advertising director of The Mead 
Corporation; Dale Ecton, TWA; 
Martin Baier, Old American Insur- 
ance; Bruce Stabelfeldt, Waldie & 
Briggs, Inc.; Cal Estes, circulation 
promotion manager, Conde Nast: 
W. McF. Beresford, president of 
James Gray Inc.; Patrick Rowley of 
McCormick-Armstrong; Henry Hoke 
Jr. of The Reporter of Direct Mail; 
and Alan Drey of Walter Drey Inc. 

Earle Buckley popped up again the 
following day in Chicago as the 
luncheon speaker. A crowd of over 
500 thoroughly enjoyed his speech 
and others presented at the session. 

Not enough space to mention every 
individual speaker, but the efforts of 
all were good, and some were out- 
standing. e 


THE COST 
OF PATENTS 

Herman Herst Jr. has an interest- 
ing article in a recent issue of Herst’s 
Outbursts, published in Shrub Oak, 
Westchester County, New York. 

Herman explains that according to 
law. the patent office can charge an 
inventor no more than $60 for pro- 
cessing and granting a patent. The 
cost to the taxpaper, so the article 
said, is never less than $200, and 
sometimes runs as high as $10,000. 

The argument for keeping patent 
fees low is to protect the poor inven- 
tor, struggling in his basement work- 
shop. But in this technological age, 6 
out of 10 patents go to commercial 
companies that reap profits from their 
inventions and could easily afford to 
bear full patent costs. 

For instance, last year a patent was 
granted on an elaborate electronic 
machine. Just to print 100 copies of 
the patent as required by law, cost the 
taxpayers $4141.62. But on top of that 
the extra patent examiners employed 
by the government cost an additional 
$5000. This case multiplied by others 
like it cost the taxpayers $13.5 mil- 
lion last year above the income from 
patent fees.” You can now guess why 
Herman Herst told the story. 

You've never heard of the patent 
office operating at a deficit. 

You've never heard a clamor that 
the patent office be put on a profit 
making basis. 

The Poor Old Post Office is the 
only goat which is expected to pay its 
own way . although it performs 
many services for other departments 
of the government and for all the citi- 
zens of the country which do not 
bring in any measurable revenue. 

So... why should the commercial 
users of the mails be expected to pick 
up the tab for these free services? 
AIA MEETS IN BOSTON 

Just a reminder to industrial ad- 
vertising personnel that the 39th 
Annual Conference of the Association 
of Industrial Advertisers will be held 
from June 11 to June 14 at the Statler 
Hilton in Boston. A full program of 
outstanding speakers has been lined 
up for the four day meeting. About 
800 company advertising managers, 
advertising agency people and busi- 
ness paper publishers are expected. 
If you have not yet made reservations 
and wish to attend, contact the AIA 
at 271 Madison Avenue, New York 
16, N. Y. 


COPYWRITING 
1S MY BUSINESS 
@ Prompt 
@ Powerful 
@ Professional 
MEL HOLDEN av 2-3367 
3421 N. Central Ave., Chicago 34, 11. 
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HUMOR SELLS FOR 
NORTHWESTERN 


by Mark Bates and Richard Slottow 


REPORTER’S NOTE: This article, originally prepared for presentation at Chicago 
Direct Mail Day, was co-authored by Mark Bates, director of public relations at 
Northwestern’s medical school, and Richard Slottow, formerly of Northwestern, 
and presently with St. Luke’s Hospital in Chicago. This recount of the trials and 
triumphs of a wacky booklet called “Slightly Off Campus” is sure to interest 
fund raisers, in addition to all of you who use humor to sell your service or 


product. 


MAN OF FRAYED Nerves was 
A Ignatius. 


Once at breakjast he thundered, 
“Good gracious!” 

Make this cereal stop 

Shouting ‘Snap, crackle, pop’— 

Or else serve me a brand less 
loquacious.” 


Although the above is not neces- 
sarily designed to raise funds, it is 
designed to lead the reader into the 
rest of the copy. If you are a limerick 
lover, chances are you will read what 
follows. If so, the limerick has done 
its job. 

For many years we have attempted 
through alumni fund mailings to tell 
our graduates of the trials and trib- 
ulations of our faculty, set forth the 
problems of running a large institu- 
tion, and demonstrate the over-all 
need for funds. We have painted all 
types of pictures, some good, some 
bad, but in most of the material we 
have done little more than sell our- 
selves on a product we are already 
thoroughly sold on. The general re- 
turn from these direct mail pieces has 
been quite average: about 4% to 


per mailing. 

A few years ago, Earl Ludgin au- 
thored some humorous letters for the 
University of Chicago which cap- 
tured the fancy of their alumni as 
well as everyone else who was fortu- 
nate enough to receive copies. As 
believers in the slogan “humor will 
sell” we were of course completely 
sold on the approach. And so we 
decided to launch a humorous series 
of mailings ourselves. 

This is much easier said than done, 
for there are not many Earl Ludgins 
wandering around volunteering their 
services for good old alma mater. 
Of necessity, the writer must be out- 
standing. He must have a humorous 
talent that will in no way be offensive, 
but at the same time carry the selling 
ingredients which must be included 
if the mailing is to be successful. 

After a number of tries, we suc- 
ceeded in locating an alumnus of our 
Journalism School, John O'Toole of 
Foote, Cone & Belding, who had more 
than the required talents. The result 
of his labors was a small pamphlet 
which we titled “Slightly Off 


Campus.” 


slightly 
OFF 
Campus 


Vol. IV, No. 1 October, 1960 


An expert at science is Mortie. 

In his famed geriatric report, be 
Proclaimed it uncanny 

That Miss Orphan Annie 

Could still look so youthful at forty. 


“See You In The Funny Papers” 


Looking fondly back in time, we recall 
when our greatest anxieties centered 
around: 1) Can frogs live in inkwells? 
2) Why doesn’t Gloria Schultz stop fol- 
lowing us? 3) Will Faceless Redrum get 
Dick Tracy? 


A subsequent phase was characterized by: 
1) What is life? 2) Will Gloria Schultz 
accept our fraternity pin? 3) Will Dick 
Tracy ever marry Tess Trucheart? 


Now, of course, there is: 1) Where does 
the money go? 2) What ever became of 
Gloria Schultz? 3) Has Dick Tracy seen 
the last of Flyface? 


This pamphlet had a number of 
ingredients which we hoped would 
appeal to our alumni. It also had 
some outstanding points which were 
appreciated by our office. Its size and 
format were simple. It was printed 
in one color on inexpensive stock, a 
far cry from the multicolored bro- 
chures which we had produced in 
past years. 

In the fall of 1957 the first 
“Slightly Off Campus” was mailed to 
60,000 alumni. The reaction was im- 
mediate, and mixed. Four irate 
alumni wrote to the president of the 
University stating that this type of 
approach was undignified and defi- 
nitely not “Northwestern.” One of 
the four enclosed a check for $25 
(his first gift). None of the others 
had ever contributed to the Univer- 
sity. This indicated that we had irri- 
tated three people who didn’t like us 
anyhow, and one other to the point 
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Obviously we have never attained, nor 
aspired to, that plateau of sophistication 
which eschews the comics. Indeed, we en- 
tertain dark doubts about those who claim 
to. For some of our more lucid moments 
occur each morning as we enter the time- 
less world of Dick, Tess, the B.O. Plentys 
and Chester Gould’s macabre menage of 
off-beat outlaws. 


The purpose is to heighten memorability; 
and to this we would fain attest, for we 
are still trying to purge our memory of 
the Western hero—severely bludgeoned 
about the head and shoulders by an 1845 
desperado—returning seconds later in a 
clean suit, an unmarred smile and a 1960 
convertible which he endeavored to ped- 
dle to us. 


‘FRIENDS WHY DONT 
SEND A CHECK 
—To THE ALUMNI 
FUND ? 


Though incongtuities of this stripe might 
bruise such tender sensibilities as ours, we 
are not above lifting this concept if it 
might advance our cause. After all, 
Slightly Off Campus is hardly in a posi- 
tion to act superior to the National Broad- 
casting Company. 


And so, patient reader, we ask you to di- 
rect your attention to the cartoons in this 
issue. There, in journalism’s first  inte- 
grated commercial, you will find a few of 
Mr. Gould's characters dropping a kind 
It is with no little emotion, then, that we word about the Northwestern Alumni 
welcome a visiting artist to the small but Fund as they pursue their daily rounds. 
intrepid staff of Slightly Off Campus: Mr. 
Chester Gould, class of ‘23, and as integ- 
ral an element in our national design as 
the plastic seat cover. 


From your faithful correspondent you will 
hear nary a word about the importance of 
your contribution—large or small; not a 
syllable about how it will be used to im- 
prove facilities and salaries on the campus. 


In order to exploit Mr. Gould's talents to 
the fullest on this, his maiden excursion 
into these pages, we have changed our 
format slightly. We are borrowing a de- 
vice from our colleagues who toil in the 
television vineyard and are turning our 
cartoons into what is called an “inte- 
grated commercial” for the Alumni Fund. 


No, we shall be in front of our television 
set watching Sherift Matt Dillon sell elec- 
tric shavers. 


Sincerely yours, 


You have seen, we trust, the integrated 
commercial on numerous TV shows. It is 
either woven, with questionable subtlety, 
into the storyline or presented by the star 
at some anachronistic point during the 
program 


from the Northwestern University 
Alumni Fund 


where he was compelled to make a 
gift with his complaint for the first 
time since graduation over 30 years 
before. 

But more important, our percent- 
age return rose to over 5%. Many 
alumni wrote letters of congratulation 
on this type of appeal indicating that 
they were mailing their first gifts to 
the University. (It is seldom indeed 
when an alumni office will receive 
complimentary letters. Nearly 100 
such letters were received). 

We were so pleased with the re- 
turns that we continued the series, 
preparing two such mailings each 
year, interspersing them among class 
agent letter. Last fall’s mailing has 
7.5% with gifts still arriving. We 
estimate that the “Slightly Off 
Campus” of October 1961 will draw 
an unprecedented 89% return from 
a mailing to 60,000 alumni of the 
undergraduate schools. 

There is little question today that 
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humor will sell. Alumni write to us 
asking to be kept on the mailing list 
even though their gifts have already 
been mailed. For some strange rea- 
son, alumni appear to be human 
beings, with a ready acceptance of 
humor, and an appreciation of the 
method in which the humor is pre- 
sented. Because of this approach, we 
have been successful in raising the 
number of contributors to the annual 
fund each year by 1,000 to 2,000. 
Our participation has risen from 
7.200 in 1954-55 to 14,200 in 59-60. 
Certainly there were other factors 
involved in this participation rise, 
but “Slightly Off Campus” has played 
an important role that cannot be 
overlooked. 


Most important is the conditioning 
of alumni. This small pamphlet has 
done a great deal toward creating a 
friendlier atmosphere between alumni 
and University. It is far easier to 
wring gifts from a smiling alumnus 


than it is to sell facts and figures. 

One of our earlier pamphlets 
brought a note from an alumna of 
an eastern women’s college who also 
attended Northwestern. She sent us a 
copy of a statistical mailing used by 
her eastern alma mater with the sug- 
gestion that we should follow that 
example. Two years later she wrote 
again (this time with check enclosed) , 
stating simply, “Your appeal has im- 
proved.” 

I doubt that the appeal had im- 
proved at all, but I am certain the 
conditioning of the pamphlet had 
finally penetrated. 

Most of the gifts received range 
in size from $1 to $100, running an 
over-all average of $9.50. Although 
there is some question whether this 
type of mailing would ever win any 
prizes, it more than accomplishes the 
end for which it was designed—in- 
creased participation and more 
money. 
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TALK WITH THE TOP 
WAS TOPS 

Talk With The Top, the theme for 
New York Direct Mail Day, held on 
May 2nd at the Hotel Commodore, 
was no misnomer. The program, with 
few exceptions, was excellent, both 
in content and in production. 

The morning session, featuring a 
“dynamic dozen” leaders in direct 
mail was a fast moving informative 
excursion into a wide variety of di- 
rect mail problems and_ solutions. 
Bob Fox, account executive for 
Hooven Letters, and Program Chair- 
man for the day, is to be congratu- 
lated for a fine job. 

Not enough room to mention every 
speaker since each was on for only 
a few minutes, but without exception, 
they supplied hopeful attendees with 
many stimulating ideas. Roy Koch 
of McGraw-Hill’s film division, while 
not as documentary perhaps as some 
others, regaled the audience with his 
all-too-short commentary on the prob- 
lems of promoting films to institu- 
tions. 

The luncheon program suffered 
only from too much to do, and not 
enough time to do it in. Postal car- 
rier Tommy Marin was honored 
(along with all other postal employ- 
ees) by being named Honorary 
Chairman for the Day. He received 
many gifts from participating MASA 
sponsors. James Rademacher of 
NALC, introduced Mr. Marin after 
a short plea for enlightened recog- 
nition of the postal employee as an 
important member of the community. 
Henry Hoke Sr., editor of The Re- 
porter of Direct Mail, was the 1961 
recipient of MASA Merit Award for 
outstanding contributions to direct 
mail. Luncheon speaker James Briggs 
of Erwin Wasey, Ruthrauff, & Ryan, 
to the audience of 490 what they 
could expect from the advertising 
agency of the future. He was forced 
to curtail his speech due to lack of 
time. 

The afternoon session featured four 
concurrent panels, each boasting out- 
standing direct mail experts who 
made short speeches and then an- 
swered questions directed to them 
by the audience. e 


“What do you mean,” roared the poli- 
tician, “by publicly insulting me in your 
old rag of a paper? I will not stand for it, 
and I demand an immediate apology.” 

“Just a moment,” answered the editor. 
“Didn't the news appear exactly as you 
gave it to us, namely, that you had resigned 
as city treasurer?” 

“I did, but where did 
the column under the 
Improvements.” 

—From Lithocraft, h.m. of the 
Taylor Publishing Co., Dallas, Texas. 
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McINTYRE CALLS FOR 
LOWER POSTAL RATES 

At the DMAA Business Letters 
Seminar in Kansas City on April 
18th, Randall MelIntyre of O. E. 
McIntyre, New York, proposed two 
plans of action regarding proposed 
postal increases. Both plans involved 
more work by the mailer offset by a 
decreased rate. Here is an excerpt 
from his speech, outlining his pro- 
posals. The suggestions were origi- 
nally presented to the administration 
during last year’s postal increase 
fight, and have been resubmitted this 
year to the new administration. 

“Our suggestion was a plan to 
gain for the Post Office the advan- 
tage of machine sorting of large 
quantities of third class bulk mail 
without waiting for the Buck Rogers 
type of sorting machines the Post 
Office now has under development. 

“At the present time, the Post 
Office is spending millions of dollars 
on mechanization, particularly on the 
design of sorting machines. But, 
many hundreds of business users of 
the mail already possess and operate 
sorting machines which have the 
capacity to sort a mailing list before 
it is addressed and becomes a piece 
of mail. 

“Our proposal is that a new class 
of mail be established which would 
call for mail that was pre-sorted to 
street, house number, and apartment 
number, in addition to being ar- 
ranged by post office and zone. When 
mail prepared in this manner arrives 
at the post office of destination, all 
that is required is a mere separation 
by carrier instead of the usual, time- 
consuming, pigeonhole sort. 

“To encourage mailers to go to 
the expense of resequencing their 
mailing list so that mail can be pre- 
pared in this fashion, we suggested 
that a rate of 2¢ be established for 
this class of mail as compared to the 
214¢ rate for third class bulk mail.” 

“If a preferential rate for mail 
prepared this way is established, 
mailers who mail the same list a 
number of times each year will be 
encouraged to rearrange their lists 
to conform with the Post Office’s con- 
venience. 

“Many magazines use a punched 
card or magnetic tape system to 
address subscriber copies. These sys- 
tems permit mechanical resequencing. 
Many direct mail houses use punched 
card equipment, and, therefore, they 
can resequence their lists. If there 
were an incentive to encourage pre- 
sorting, even lists that require man- 
ual sorting would be resequenced, 
provided that they were used fre- 
quently enough so that the postage 


saving justified the extra work on the 
part of the list owner. 

“It’s possible to envision a still 
further step beyond sorting mail by 
street and house number. Today, bulk 
mailers separate or tie up their mail 
by post office. There are some 35,000 
post offices in the country, so a max- 
imum of 35,000 separations are re- 
quired on a national mailing. But 
there are 125,000 carriers. If postal 
rates encouraged it, mail could be 
bundled by carrier instead of by post 
office, for a still greater saving for 
the Post Office. Such a system would 
reduce the Post Office’s functions on 
bulk mail to those of transportation, 
which is relatively economical, and 
carrier delivery to the house, a func- 
tion that must be performed anyway. 

“There are only two suggestions 
on postal economies, and I’m sure 
that there are dozens, or perhaps 
hundreds more that experienced mail- 
ers could make. If we expect good 
service and sympathetic rate pro- 
posals from the Post Office Depart- 
ment, we must do everything we can 
to see that the cost of handling busi- 
ness mail is reduced. It has not been 
easy to make suggestions to the Post 
Office in the past, but, with the new 
faces in the Department, I’m confi- 
dent that we can expect a new atti- 
tude there.” 


THIS COULD HAPPEN 
IN ANY BUSINESS 

Carl Wallace, manager of the Stevens 
Point (Wisconsin) Chamber of Commerce, 
tells the following story about a “Job 
Hunter”: 

A man was making application for em- 
ployment with a certain industry, and asked 
the personnel manager: 

“Does your company pay my medical 
insurance?” 

“No, you pay for it; it’s deducted from 
your salary each month,” he was informed. 

“Last place I worked, they paid for it,” 
the applicant said. 

“Did they give you a life insurance policy, 
too?” the interviewer asked. 

“Sure.” 

“Profit-sharing?” 

“Sure.” 

“Two and three week vacations?” 

“Yes, and they had big bonuses, and gifts 
for your birthday.” 

“And why did you leave?” 

“The company folded.” 

—PIA Bulletin, San Diego, Calif. 
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iu WIDDER ASSOCIATES successfully 
sells Tab-Dex, it is not because of 
this letter. It will be due to the excel- 
lent idea of including a typewritten 
tab with the reader’s name and ad- 
dress. The tab is, of course, the heart 
of the product. This firm is fortunate 
in being able to sample the main sell- 
ing feature so economically. 

Even the business of putting the 
seller’s phone number on the tab is 
good—startles the reader because he 
expects to see his own number. We 
know the writer's phone number is 
used because of the great additional 
cost of getting the reader’s number. 
Nice way of turning an economic 
handicap into an asset. 

Having said this | must now call 
your attention to the letter. How long 
has it been since you have seen 
phrases like, “We forthwith submit.” 
and, “for your immediate disposi- 
tion?” That last makes me shudder 


Before 


a bit for fear the immediate disposi- 
tion may be the wastebasket. The 
last line is exactly what you would 
expect to find in a well written letter, 
circa 1890, 

The letter does not describe the 
product at all, probably because the 
back of the letterhead has a complete 
display with copy, list of users and 
an order form. Still, I would prefer 
just a bit more “sell” in the letter 
than we find here. 

There are dozens of ways this 
letter might be written. I can’t resist 
the temptation to dramatize the tab 
by die cutting slots in the body of 
the letter and inserting the tab. It’s 
such a natural it seems a shame to 
pass it up. 

The headline sandbags the reader 
a bit. The term “little black book” 
has a furtive, secretive atmosphere 
about it. We've seen it mentioned as 
a politician’s bookkeeping system, a 


salesman’s entertainment resource 
file and for sundry other highly per- 
sonal purposes. Suggesting to the 
reader that he may have a “little 
black book” should excite his interest. 
A letter that sells must interest a 
reader fast—and then start selling 
just as quickly. 

The rewrite with the reader's name 
in the center of the copy and obvi- 
ously on a tab will hold that reader 
at least until he learns what it is all 
about. 

Other than that the rewrite follows 
the standard pattern. Interest the 
reader, state a problem he no doubt 
has, present your solution, show him 
how others have found it good, offer 
the product on a trial basis and urge 
him to order—with a final benefit in 
the last line, 

Now, don’t you want a Tab-Dex? 
Seems like a very useful product 
to me. @ 


After 


1900 


WIDDER ASSOCIATES 


( laquiry Requested ) 


Dear Sir: 


Gispositios. 


is mow in ese by thouse 
includiag....« 


Oil, Westinghouse, etc. 


side. lemediate refer 


Sincerely 


WIDDER ASSOCIATES 


American Can Company 
100 Park Avenue 
New York 17, 


new 
American Tel, & Tel. Co. —_— 
Ab SYSTEM 195 Broadway 
New York 7, N.Y, EX 3-9800 


We forthwith submit the attached “typewritten tab proof” 
(with our telephone aumber subsituted) fer your immediate 


The typewritten ted (above) best illustrates why Teb-lex 
ds of companies, big end small, 


American Can Company, American Telephone © 
Telegraph, OwPont, General Motors, Union Carbide, Standerd 
We will ship “Os Approval”. Siaply fill in coupon on other 


wncondtionally guaranteed. 


May we respectfully asticipste prompt conclusion. 


lew widder es Manager 


MAKES ALL OTHER TELEPHONE & ADDRESS SYSTEMS Oeso.ere 


ab-Dex does it 
Dut a moment to 


Like this: 


Tab-Dex lasts « 


Tab-Dea b 
replecemen 


» slweys. 


"little black book” 


maybe too many entries on 


Phone number note books lose their usefulness beceuse 
you can’t change « name or number, the same space. 


except that we've put in our phone number, not yours. 


It repleces the outdated number in the same place. Tabd- 
Dex is never out of order - a1 
right number fast - and of 
you want « phone number note book. 


our rixk. Select the style you want using 
on t kh of this letter. If, after 
d Tab-bex is the comp! 

tebock need, retur 


Send in the order form now ard see for yourself how Tab-Dex 
enizes your phone numvers and eddresses - and keeps then 


od address book is like many we've 
f scratch-outs ani additions - and 
the B page running over to 
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THIS IS THE NEW ROYALTYPER;' A 100% 
BETTER WAY TO DO AUTOMATIC MASS TYPING 
JOBS THAN OLD TWO-UNIT SYSTEMS. ® 


You claim so much. Be specific. What’s new and better about it? This: it’s single-system. 
It does its punching and its typing all with one simple standard keyboard. See the keyboard in 
the picture down there? That's it. The Royaltyper tape is an exclusive, too. Its card width is 
designed for ease of handling and storage economy. 

Another standard feature: automatic tape reproduction, 

to permit easy revisions and updating. Is punching 

any easier than with other automatic typewriters? 

About 100% easier. Any typist can do it without special 

training. Tell how. She rolls in a piece of paper, flicks 

a switch, types the first letter, just as she’d type any 

letter. This automatically punches the tape, and the 

operator sees every word she 

punches. You mean there’s 

no blind punching? No blind 

punching as in outmoded 2- 

unit systems.Then the machine 


takes over—at 135 words per 
minute all day long. Number 
of copies: unlimited. If you 
ever have personalized first 
copy mass mailings to get out, 
and you're tired of paying the 
price of independent punch- 
ing or operator training... 
Where can | get literature? 
I'm going to tell you: get in 
touch with Royal McBee Corp., 
Port Chester, N. Y. 


Oh, yes. One more thing. | bet it costs like .. . 
No. Royaltyper is firmly in line with other systems. ® 


A PRODUCT OF ROYAL McBEE CORPORATION, WORLD'S LARGEST MANUFACTURER OF TYPEWRITERS. 
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Copy 


Ever since Arthur Brisbane, years 
ago, editorialized on the relative cost 
of using postal cards as opposed to 
using newspaper space to reach a 
mass audience, this silly argument 
has lingered in the minds of some 
people. 

Recently a letter came to my desk, 
a part of which I quote: 

“I’m preparing a research study to 
encourage more and more firms 


two media. He needs both or, in some 
cases, all of them to make a well 
rounded sales promotion and adver- 
tising effort. 

“There are good examples to 
prove the effectiveness of direct mail 
in its field of promotion. But, as you 
know, direct mail is not a mass 
medium, such as a newspaper. 

“In order for your research to 
mean anything, you will first have to 


a monthly clinic 
conducted by Orville Reed 


matter of using the more ‘personal’ 
medium to invite customers to come 
to the store for special attention. That 
can be done by either newspaper or 
direct mail. However, direct mail has 
much in its favor because it is more 
personal, But it should be used along 
with newpapers advertising it doesn’t 
compete with it. 

“Food products advertised nation- 
ally in a magazine use direct mail to 


a (both national and retail) to use devise some way of putting the yard- =merchandise at the dealer level to 
more and more direct mail (as op- stick on newspaper response, tele- get him to stock the item which has 
posed to other forms of advertising). vision response, radio response. It is = mass acceptance created by mass 

Since that is exactly the direction of a difficult thing to do. media. 

a your effort, | assure you that any “I don’t believe sponsors of a tele- “I'd like to give you any informa- 

se help and material you provide me will _— vision program can give you statis- tion | can which will prove the effec- 


be a big booster for the cause of 
direct mail. 

“To document my presentation I 
am asking that, if possible, you send 
me any studies, reports, reprints, etc. 
you have on any/or all of the follow- 
ing subjects: 

“1. Any comments and statistics 
by firms (retail or national) on how 
much more sales and profits they get 
from their direct mail . . . as opposed 
to metropolitan newspapers, com- 
munity newspapers, radio, television, 
etc. 

“2. Any facts or examples how 
direct mail pieces live longer 
pull sales longer . . . than newspaper 
ads. 

“3. Any facts or examples how 
direct mail produces more new cus- 
tomers for retailers than do news- 
paper ads. 

Newspapers and Direct Mail 

Here’s part of my answer: 

“I would like to help you in the 
research study you are making as a 
basis for promoting the general use 
of direct mail. But, there’s a fly in 
the ointment. I do not agree with 
your basic premises. You evidently 
are attempting to pit direct mail and 
direct mail results against other 
media and other media results. 

“I do not agree that advertising 
media are in competition. Each has 
its place in the selling scheme. Each 
has a particular job to do. 

“In most cases direct mail cannot 
do the job of newspapers. Nor can 
newspapers do the job of direct mail. 
I feel it should not even be suggested 
that an advertiser choose between 


JUNE, 1961 


tical information about how much 
of the product each program sells. 
But, if the sponsor were spending 
that amount of money on direct mail, 
the first thing he would ask is ‘How 
many orders did it bring in?’ 

“But advertisers who use mass 
media consider ‘results’ in the light 
of ‘listened to,’ or ‘read,’ while in di- 
rect mail the same advertiser would 
tote up his results in terms of ‘orders 
received, or ‘dollar volume of or- 
ders.” 

“Frankly, you are attempting to 
compare two types of advertising 
which are not similar—the mass me- 
dium compared to the class medium 
—the shotgun compared to the rifle— 
apples compared to pears. 

“As to your item No. 2, all adver- 
tising eventually reaches the waste- 
basket. Daily newspapers are thrown 
away. So are direct mail pieces. 
Someone interested in a product ad- 
vertised in a newspaper may clip an 
ad and keep it until he or she can 
shop for it. The prospect interested 
in a product promoted by mail is 
is more apt to do something about 
it immediately because he doesn’t 
have to leave his home to take action. 
However, a mail order buyer might 
keep a piece of mail around for sev- 
eral days or several weeks before 
acting. 

“So there is no method I know of 
to compile statistics on this point 
which have any meaning. 

“And finally, your item No. 3. It 
is not a matter of whether direct 
mail produces more new customers 
than newspaper ads. It’s simply a 


tiveness of direct mail. But I’m simply 
not sold on your idea that the dif- 
ferent media of advertising compete 
with each other. They supplement 
each other. All are good in their 
places if they are intelligently pre- 
pared.” 


Another Letter 

While we are answering the mail, 
here’s a portion of another letter 
received: 

“I’m having a time with one of 
my pet accounts, It sells a high priced 
service through a good staff of sales- 
men. I’m working out, or trying to 
work out, a series of letters to expose 
the benefits of the service, to whet 
the appetite and get the salesmen in- 
vited in. This service is extensive but 
showing too much of what is offered 
will really kill the salesman’s chance 
to make his presentation. At least, 
that is management thinking. 

“Having handled salesmen myself 
for a long time, and having done a 
great deal of door-opening for other 
products, I find myself wondering 
whether management isn’t too afraid 
to show its hand. 

“Got a comment you'd care to 
make?” 

Do you agree with my answer? 
Here it is: 

“I've heard this old saw many 
times, and it is one of those ridiculous 
arguments a client sometimes ad- 
vances. (My clients excepted, of 
course. ) 

“The idea that a piece of mail or 
an advertisement takes the thunder 
out of a salesman’s presentation is 
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ledo 2, Ohio) is an idea, not new, 
but an idea based on creating effec- 
tive direct mail campaigns through a 
network of lettershops around the 
country. DMCP headquarters in To- 
ledo acts as a central sales organ- 
more volume for the firm if he spent ization for the network in producing 
all of his time selling instead of part leads among advertisers for specific 
of his time leading up to the sale? kinds of direct mail campaigns. 

“If the direct mail can intrigue the ‘These leads are fanned out to af- 
buyer for one of the benefits of the _filiates, followed up for the purpose 
proposition, or give him sufficient of helping the advertiser develop a 
reason for wanting to buy, it seems — program to be produced by the local 
to me it would make the salesman’s _afliliate. Objectives of the program 
job much easier. He’d spend less of are determined at desk-side, the specs 
his time leading up to the sale and are mailed to Toledo, where the cam- 


walk in on a prospect with a part — paign takes shape creatively. Out of 
this comes a presentation which is 


silly in my book. If the salesman 
would make as many calls in direct 
mail does there might be some justi- 
fication for that line of thinking. 
“But, man alive! Couldn't a sales- 
man make more money and produce 


SALES LETTERS, la femme! 


lf your market is women (and 
whose isn’t) it's more persuasive 
to have a lady write them. Soft 
eell, hard sell, middle-of-the-road 
sell. Repro & Mailing Service, too 
LUISE STORZ/and Staff 
22 West Madison Street 
Chicago 2, Illinois 


KEEP ME ON 


77% of the readers of Direct Mail Briefs 
From Bringe said that on a list cleaning 
request. And they had to use their own 
stamp to say it. 

You'll understand why when you get on the 
list to receive this monthly newsletter of 
direct mail shop talk. It doesn’t lecture or 
brag. Just tolks about your business and 
mine and how we can make it better. No 


charge, Write today. 
PAUL J. BRINGE, INC. 
217 E. MICHIGAN STREET 
MILWAUKEE 2, WISCONSIN 


CUT YOUR 
MAILING 


cosTs! 
WITH THE 


This portable table SAXMAYER 
Model No. 6 is especially adapted 
to tie letter mail—alse designed 
for general purpose tying of bun- 
dies in any sequence up to 6” high 
without adjustments. Adjustable 
legs and casters available at a small 
additional cost. 


All SAXMAYER tyers are noted 
for SAFETY — aut tie rel 

where needed; SIMPLICITY — all 
working parts are interchangeable ; 
not only attractive in appearance 
but also EFFICIENT — fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 


Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 


DEPT. M 
NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 


of his selling job done. 

“If I were you I would ask that 
client why he hires salesmen. To 
make presentations? Or to make 
sales? 

“In cases where ‘management is 
afraid to show its hand’ there must 
be something the matter with the 
product or service. 

“Believe me, if | have something 
to sell, | want to show my hand, and 
explain the benefits of knuckles, 
fingernails, palms, how it picks up 
things, spanks babies, grabs checks, 
or whatever else it may do. 

“I don’t mean you have to describe 
all the nuts, bolts, chrome plating, 
working parts, and engineering. I do 
mean that the way to make a pros- 
pect hanker for any product or 
service is to show him reasons why 
(benefits) it will pay him to exchange 
his money for the product or service 
in question. 

“The prospect wants to know ‘What 
will it do for me?’ and to tell him 
effectively you certainly have to ‘show 
your hand.” 


Say What You Mean 

I don’t think [ll get much argu- 
ment from anybody in this business 
when I say that every sentence of 
every letter of every piece of direct 
mail must be absolutely clear. 

Readers are inclined to take what 
you say literally. Such as a rookie 
policeman whose Chief shouted to 
him, “So you let the man escape! 
Why didn’t you guard the exits like 
I told you?” 

To which the rookie replied: “We 
did, sir, but he got out one of the 
entrances.” 


DMCP REVISITED 

We covered, for the second year, 
the annua! sales meeting of DMCP 
in Toledo, April 21-23. Came away. 
for the second year, impressed with 
the accomplishments of this toddling 
organization. 

Direct Mail Creation and Pro- 
duction (1814 Jefferson Avenue, To- 


mailed to the affiliate, who in turn, 
runs it over to the advertiser. With 
OK’s, revises and reworking, the 
roughs go back to Toledo for finished 
art and copy, which is returned to 
the affiliate for production. 

Sounds complicated. But it isn’t. 
More important, though, DMCP af- 
filiates have been doing a remark- 
ably good job of developing success- 
ful programs. Most of the creations 
have been for small advertisers. Some 
have done well for such companies 
as Globe-Wernecke, Thermo-fax, and 
the like. 

This reporter sat for three days— 
nine to five—listened to their prob- 
lems, saw their new slide film, lis- 
tened to how affiliates had executed 
various programs DMPC offered. 
Their new program, called TMP is 
the best so far. TMP stands for Total 
Market Penetration. It’s aimed at 
helping the advertiser define his total 
market, develop the list and produce 
lead getting direct mail to the list 
compiled. There’s a brochure which 
explains TMP which I’m sure Jim 
Curtin in Toledo would be glad to 
send you if you are involved in sell- 
ing to business executives. 

The point of this report, though, 
is not to pitch an inquiry for Jim, 
but to again doff our editorial cap 
for the truly great contribution he 
and his group are making to extend- 
ing the intelligent and successful use 
of direct mail advertising. e 


“He'll fold in a month. No working capital 
ded on i tory, and an assets-to- 
liability ratio of only one half to one” 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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SORG 


Americas Most Versatile Paper Mill 


with Kromekote brand cast-coated paper made by the Champion Paper and Fibre Company. 


Nothing does a direct mail selling job quite so effectively— 
and at such low cost—as a sales blotter. You know from your 
own experience the extra exposure and selling time a blotter 
receives when it comes across your own desk—especially 
when the blotter has the added utility value of carrying a 
schedule, calendar, technical data, or some other information 


of high interest. 
You'll probably also notice that most advertisers provide 
their blotters with the impressive, sales-appealing background 
of Blotting by Sorg. They’ve found that Sorg Blotting not 
only assures maximum retention value, but also the very 
best in sales presentation. 
Ask your Sorg distributor to show you 
swatch books of the full line of Sorg Blot- 
ting Papers. Then choose the blotting that 
best suits your needs for economy as well 
as a long-lasting smart appearance. 


« Manufacturers and Converters of Stock Line and Specialty Papers 


Offices in NEW YORK « CHICAGO « BOSTON « DALLAS « LOS ANGELES 


SORG STOCK LINES 
WHITE SOREX « CREAM SOREX «+ LEATHER EMBOSSED COVER « PLATE FINISH « EQUATOR INDEX BRISTOL + REGISTER BOND 
MIDDLETOWN POST CARD « 410 TRANSLUCENT « EQUATOR LEDGER + SORG'S BLOTTING « TENSALEX 
GRANITEX « PARCHTEX 
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POSTAL ROUNDUP Cont.... 


Incidentally, we've heard that 
Harry Maginnis of ATCMU made a 
remarkably effective presentation. His 
testimony was supposed to last twenty 
minutes but the fourteen Congress- 
men present kept him on for the 
entire morning session. Many com- 
mended him for his clear cut answers 
to questions. Some Congressmen 
came down on the floor and thanked 
him personally. 


The worst testimony during pres- 
ent hearings came from a Verne Sul- 
livan representing the United States 
Chamber of Commerce. He favored 
the entire bill for raising rates — but 
went a step further into confusion by 
recommending repeal of the Postal 
Policy Act of 1958. When questioned 
about whether the member Chambers 
of Commerce around the country ap- 
proved of this testimony, he claimed 
they had all been polled. One member 
of the Committee didn’t use a four 
letter word but he strongly insisted 
that he didn’t believe the small busi- 
ness man belonging to the local C of 
C’s would favor the increase. It’s our 
observation that if the local Cham- 
bers were polled, they were asked the 
same loaded questions Congressmen 
had been sending to constituents. It 
reads something like this: “The Post 
Office is faced with a $900,000,000 


deficit. Would you be in favor of in- 
creasing postage rates to make Post 
Office self-supporting?” The question 
is loaded. There isn’t a 900 Million 
dollar deficit if free services are re- 
paid from appropriations. 


What can you, as a user of the 
mail, do? Keep in touch with your 
Congressman and try to give him 
facts. But be careful about what you 
say. Have facts. We've seen a lot of 
carbons in past weeks to Congress- 
men and even to the President. Some 
are terrible. One recommended that 
all non-profitable Post Offices be 
closed down. Heck, that would mean 
about 30,000 Post Offices. How would 
the mail get delivered except in large 
towns? One fellow suggested that 
half the delivery trucks could be 
scrapped because they weren't used 
twenty-four hours a day. Another 
thought deficit could be licked if Post 
Office would not hire any more Negro 
employees. One wanted franking 
privilege abolished. Be wise . . . the 
franking privilege is one free service 
the Post Office Department gets paid 
for by Congress. In other words, 
your letters must make sense. If in 
doubt send an advance copy to 
Maginnis, Lloyd or Jones for their 
advice before you mail. Our best 


friends can be our wost enemies 
when it comes to fighting for equi- 
table postage rates. 


One thing is certain . . . there is a 
new friendly feeling about Post Office 
relations. Most of the executives are 
following an “open door” policy. It’s 
easy to get in if you have something 
to say. In fact, Postmaster General 
Day is soliciting suggestions from all 
of us in the field. Edwin Riley, Di- 
rector of Postal Services Division, 
suggests that we should clear up one 
unclear point in our April Issue. 
Under the regulations to take effect 
January Ist, 1963, the sealing of 
third class mail is recommended. It 
will not be mandatory. Only sealed 
pieces must be marked “third class.” 
That requirement is for legal reasons 
as law prevents P.O.D. from opening 
sealed first class pieces. The new 
regulation does not proscribe any 
degree of prominence for the descrip- 
tion “third class.” 


There was a thrilling story in the 
March Issue of Postal Service News, 
employees’ house magazine of the 
P.O.D. Get your Postmaster to show 
it to you. Story gives the details of 
how Brooklyn Postal Employees and 
postal inspectors mobilized to save as 
much mail as possible after the crash 
of those two air liners over New York 
Area. Approximately 50% of mail 
was recovered. 

* 

There is a controversy developing 
over the use of certain advertising 
slogans by owners of postage meters. 
One company is using a slightly di- 
visive slogan identified with the John 
Birch Society. Pitney Bowes is trying 
to stop the use on any of their meters 
of any plates carrying editorial, po- 
litical or ideological messages of a 
controversial nature. Outcome will be 
worth watching. 

* 

Interesting news item: After years 
of secrecy, the Post Office Depart- 
ment has decided to make residential 
change of address cards available .. . 
but only to local elections boards for 
names in their area. Charge will be 
five cents per name. It is believed that 
this will bring out more voters on 
election days.e 


STORY-TELLING 
LETTERS 

Back in the early days of direct 
mail . . . story-telling letters were 
all the rage. Many sales letters of 
the 1920-1930 period started off with 
an amusing or exciting anecdote. But 


as mail order grew . . . writers used 
more and more hard sell and high- 


pressure copy. No room for time- 
wasting stories. 

However, we've noticed an increas- 
ing number of story-telling letters. 
Seem to be liked by the younger 
generation, who are possibly fed up 
with high-pressure stuff. Here is one 
example in last month’s mail: 

We received a form letter from 
Wheeling Machine Products Co., 
Wheeling, W. Va., pipe coupling spe- 
cialists since 1918. (Note: the Ad- 
vertising department in their con- 
tinuing mail contacts with customers 
and prospects have used practically 
everything, such as joke sheets, 
gadgets, etc.). The letter: 

A New York importer received the 
following circular from a Chinese 
company in Shanghai: 

“As an auspice of beatitude to the 
community, as an omnipotent daily 
utilized novelty, as a pioneer of the 
scientifical element, as a security to 
metal, as a short cut to the way of 
prosperity in the commercial world, 
as an agent to economy of both time 
and money, is the newly discovered 
wonderful Polishing Powder that is to 
be heartily welcomed wheresoever. 

“Despite the heavy sacrifice of 
capital and the consumption of 
brains, we have thereby succeeded 
in researching out the usage of this 
Polishing Powder. 

“We lose no promptitude in tak- 
ing this opportunity to recommend 
it to the attention of the community. 
This Polishing Powder is the con- 
queror.” 

Our sales message is more direct— 
We manufacture the best Couplings 
and we ship orders the same day 
they are received. MAY WE HAVE 
YOUR NEXT ORDER? e@ 


A preacher who was popular with his 
congregation explained his success as the 
result of a silent prayer which he offered 
each time he took the pulpit. It ran thus: 

“Lord, fill my mouth with worthwhile 
stuff, 

And nudge me when I’ve said enough.” 
—From: Prints of Paris, published by Paris 

Printing Company, Oak at 22nd Street, 

Kansas City 8, Mo. 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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WHEN DO PEOPLE READ BETWEEN THE LINES? 


Just about all the time. Whenever a hobbyist studies your catalog, he is unconsciously 
reading between the lines for evidence of your company’s character. He sees more 
than just text and pictures. He looks for the quality image that only a good printer can 
help you achieve. Select your printer carefully — and early enough to get his help in 
the planning stages. Very likely he will specify a Warren paper, because he'll get bet- 
ter results — and so will you. S. D. Warren Company, 89 Broad St., Boston, Mass. 


Fine printing papers for advertising literature and the publishing of books. 


Warren's) printing papers make a good impression 
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Education Committee 
Seeks Lecturers, 
Direct Mail Samples 

New York — The DMAA Educa- 
tion Committee, whose broad program 
was outlined in these pages last 
month, is moving to implement sev- 
eral of its planned projects. 

Chairman Fred Messner, of G. M. 
Basford Co., has issued a call for 
individuals who are ready to serve as 
lecturers, informal speakers or teach- 
ers in connection with the commit- 
tee’s plans to bring authoritative 
direct mail instruction into the na- 
tion’s schools and colleges. 

In addition, the committee is seek- 
ing samples of outstanding direct 
mail pieces—either individual units 
or complete campaigns—which can 
be made available to educational in- 
stitutions for purposes of research 
and study. 


Leaders’ Slide Sets 
Ready for Distribution 

New York — Additional sets of 
slides made of the 1960 DMAA Direct 
Mail Leaders are now available for 
distribution. 

Each complete set consists of a 
total of 151 slides, representing 28 
award-winning advertisers. It is ac- 
companied by a script that describes 
the individual entries, and that is 
designed to be read in connection 
with each showing. 


Buckley Book Issued 


to Increase 
Sales with Letters,” is the title of a 
new book authored by Earle A. 
Buckley, chairman of the board of 
DMAA. 

It has just been published by the 
McGraw-Hill Book Co. 


Edited by the 
staff of DMAA 
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Direct Mail Advertising Association 
230 Park Ave., New York 17, N. Y. 


NEWS 


MUrray Hill 9-4977 


Earle A. Buckley Chairman of the Board Robert F. DeLay 


President 


Letter from Publisher of Time Reveals 
Unusual Feature of Convention Program 


New York—An executive who has 
a real stake in the development of 
new trends in business mail—Bern- 
hard M. Auer, publisher of Time — 
serves as this month’s “invitor” to 
DMAA’s forthcoming 44th Annual 
Convention. 

And, in his letter, which is the 
fourth of an unusual series of pro- 
motion pieces addressed to DMAA 
members and others, Mr. Auer re- 
veals the first of the unique program 
features which will characterize this 
year's meeting. 

He notes that Time’s John Scott 
will speak on “Group Persuasion in 
the U.S. and Russia.” Mr. Scott, who 
carries out roving assignments for the 
magazine’s executives, has traveled 
extensively in the Soviet Union in 
recent years, and, according to Mr. 
Auer, “has had many opportunities 
to compare the Russian economy to 
ours.” 

Pointing out that Time continues 
to employ specialized direct mail to- 
day to sell subscriptions, Mr. Auer 
suggests that others who have his 
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ENTHUSIASTIC TURNOUT — An attendance of 235 featured the highly 
Business Mail Seminar held April 18. Hospitality was the order of 


interest in what’s new in direct mail 
will do well to make reservations now 
for attendance at the Convention. 
This year’s sessions will take place 
at the Statler Hilton hotel here, from 

October 10 through 13. 
Meanwhile, DMAA headquarters 
reports that 81 of the booths re- 


served for exhibits have been sold, 
with only six remaining available for 
exhibitors who wish to be repre- 
sented. Negotiations, however, are 
proceeding towards the possible pro- 
curement of space for more booths, 
because of the great demand. 

This year’s Convention promotion 
has been featured by the unusual 
quality of the individual pieces, 
sparked by Les Wunderman and 
Harry Hites. Prior to the letter from 
Mr. Auer, efforts have included a 
message from Mayor Robert F. Wag- 
ner, an exclusive recipe from the files 
of the Four Seasons restaurant and 
a piece mailed from London. 


Calendar of Events 
JUNE 
1 Washington, D.C.—Direct Mail Day. 
AUGUST 
1 New York, N. Y.—Closing date for 
‘61 D.M. Leaders Contest entries. 
OCTOBER 
10-13. New York, N. Y.—44th Annual 
DMAA Convention, Statler-Hilton 
Hotel. 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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LEADERS GO DOWN UNDER — In Melbourne, 
the first direct mail exhibition ever held in 


Australia, Heath's Direct Mail Service prepared 
that 


when 50 DMAA Award Winner port- 


folios went on display February 22, 23 and 24, prevented by the Institute of Sales Manage- 
ment (Aust.). Above, Vol Heath, managine director o! Heath's, shows the Lord Mayor of 
Melbourne, Cr Bernard Evans (r.), an America campaign; upper right, an over-all view of 
the exhibit; lower right, Mr. Heath and Tir Beattie, institute secretary, examine an entry. 


Saga of the Contest Leaders... 


Direct Mail Award Winners 
Travel Broadly, Scoring 
Big Success in Australia 


Mecsourne, Australia — An exhi- 
bition of the 50 DMAA Award Win- 
ners of 1959, held in this city Febru- 
ary 22, 23 and 24, scored a great 
success here, attracting over 700 top 
business executives. 

Presented by the Australian Insti- 
tute of Sales Management, the exhibit 
was organized by Vol Heath, long a 
DMAA member, and managing di- 
rector of Heath’s Direct Mail Service 
Pty. Ltd. An American, Mr. Heath 
learned his trade in Raleigh, N. C., 
and formed his company here fol- 
lowing his war service. 

In addition to serving as an exhibit 
for national advertisers, agency rep- 
resentatives and other top business 
executives, the portfolios were used 
by lecturers of the Royal Melbourne 
Institute of Technology as an educa- 
tional project. Students of advertis- 
ing, commercial art, printing and 


If your entry becomes an award 
winner, it will be scheduled for 
extensive travel. Here’s where the 


1960 Direct Mail Leaders have 


gone so far this season: 


Chicago 
Philadelphia 
Denver 

New York 
San Francisco 
Los Angeles 
Houston 
Miami 
Washington 
Wilmington 


Rochester 
Newark 

Las Vegas 
New Britain 
Trenton 
Tulsa 
Columbus, O. 
St. Louis 
Detroit 
Urbana 
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allied trades studied the case histories 
as part of their advanced training. 

Tim Beattie, Institute secretary, 
called the exhibit “a great opportunity 
for Australian practioners to see some 
of the best direct mail presentation 
and design printing to come out of 
the United States.” 

The Melbourne exhibition is just 
one of many appearances that DMAA 
Award Winners make throughout the 
United States and overseas. They have 
been on display in European cities, 
in Japan and in many communities 
within the U.S. 

While these American exhibits tour 
their own country and the world, the 
library at DMAA headquarters in 
New York continues to amass repre- 
sentative samples of outstanding for- 
eign direct mail efforts which are 
available for examination and study 
by DMAA members visiting the head- 
quarters office. 

Several hundred campaigns, repre- 
senting entries in last year’s contest, 
are filed at headquarters also, and 
have been offered for distribution to 
American schools and colleges. 
DMAA members who are in position 
to arrange for such gifts, through 
their connections with school and 
college authorities, are asked to con- 
tact the New York office for the pur- 
pose of implementing these arrange- 
ments. 

Portfolios such as those sent to 
schools and colleges in the U.S. and 
which tour cities throughout the 
world also serve to form the basis 
of many company libraries overseas. 
The 1959 winners making up this 
city’s exhibit thus form the nucleus 


of Heath’s direct mail library, and 
the company is now gathering repre- 
sentative entries in DMAA’s 1960 
contest to add to its collection. 

In reporting on the success of the 
exhibition, Heath’s Robert McMur- 
chie wrote, “We had advertising 
executives return two and three times 
to study case histories similar to 
those that they specialize in. 

“This should be taken as a com- 
pliment to the quality of printing, 
the presentation and the application 
of direct mail techniques in your 
award winning campaigns.” 

Heath is planning to enter two 
Australian campaigns in the ’61 con- 
test. “We believe,” says Mr. McMur- 
chie, “you will be agreeably sur- 
prised at the standard of these 
Australian direct mail campaigns.” 


Want your outstanding cam- 
paign to become a world traveller, 
too? 

Then remember, entries for the 
‘ol Direct Mail Leaders Contest 
must be in New York no later than 
August 1. 

And remember, too, that now is 
the time to send for your official 
entry application form which must 
accompany each campaign you 
submit for judging. 
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Rates $2.00 per line $1.50 Situation/Help Wanted Minimum 4 lines 


ADDRESSING ELLIOTT 


ELLIOTT STENCIL CUTTING. Fast Service, Accu- 
rate Workmanship. Shipped Inked and ready 
for use. Advise quantity — we will quote 
promptly. Write, Phone or Wire 

LEWIS ADVERTISING CO., INC. 
6 S. Greene, Balto. 1, Md. LE 9.5100 


ADDRESSING PLATES 


Scriptomotic masters composed. Lowest cost; 
highest quality; 100% accuracy. 10,000 or 
1,000,000. Fast service. Only approved Scripto- 
matic materials used. References. Economail 
Corp., 105 N. Loramie Ave., Chicago 44, Ill. 
Columbus 1.5667. 


SPEEDAUMAT—Embossed. Guoranteed 100% 
correct $35.00 per M. Fast delivery. The Ros- 
kom Co., 1905 West 43rd, Kansas City 3, 
Kans. TAlbot 2-1881. 


ADDRESSOGRAPH PLATES 


NEW PLATES NEW FRAMES 
for your Speedaumat and Addressograph 
all styles available — diate delivery 


DEAN FORREST COMPANY 
7 Foster Street, Revere, Mass. 


ADDRESSING SCRIPTOMATIC 


Scriptomatic Addressing on job or contract 
than you can do it yourself. 
JEROME S. FINSTON 
Lynbrook, L.I., N.Y 
LYnbrook 9-2705 


Scriptomatic Masters prepared — low cost — 
quality work — 100% correct. Typewriter 
addressing — practically “do-it-for-nothing” 
prices! Find out. The Roskam Co., 1905 West 
43rd, Kansas City, Kansas. TAlbot 2-1881. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


THE BOOK OF PANELS 


for offset contains 369 different art panels, 
including coupon, guarantee and label bor- 
ders plus nearly 500 symbolic designs for page 
ornamentation. ONLY BOOK OF ITS KIND — 
thousands in use. 32 pages, 8x10'% in., only 
$4.00. Many other books of promotional art 
ond type fonts for paste-up. Free folder. 
A. A. ARCHBOLD, PUBLISHER 
Box 332-K Burbank, Calif. 


CANADA’S BEST MAILING LIST 


165,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 


DIRECT MAIL AGENT 


If you have a direct mail campaign that can 
be resold to local retail business, let me be 
your agent in the Tampa-St. Petersburg area. 
Will pay royalty, flat fee for saleable cam- 
paigns, or work on commission. Helen Griffith, 
555-63rd Ave. So., St. Petersburg 5, Florida. 


EQUIPMENT For SALE 


FRIDEN FL FLEXOWRITER 
6 Channels—Upper & Lower Case 
MAILERS 
40 W. 15th St., « New York City 11, N. Y. 


JUSTIFIER 
NEW RAPID JUSTIFIER for IBM Executive Type- 
writer, Details. Laskin, 69-02 Springfield Bivd., 
Bayside 64, L.I., N.Y. 


EQUIPMENT WANTED 


Used Elliott Auto. Select. Addressing Mach. 
Model 3000 using 2x4‘ stencils, either 1, 2 or 
3-head strip addressor, pin-in-head selector with 
22 upper and 22 lower positions. No other 
Models wanted. Warshawsky & Co. Attn: P.O. 
Snider, 1104 S. Wabash, Chicago, Ill. 


Autotype perforator wanted, also reperforator. 
Contact H. Mann, LCA, 873 Broadway, N. Y. 
GR 3.7945 


FREE MAILING 


OVER 3 MILLION NAMES ON. PLATES 
GUARANTEED 100% ACCURATE 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions-Others 
“We Charge ONLY for Addressing” 
Write for Air Mailed FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 

48-01 42nd St., Long Island City 4, N. Y. 


MAILING LISTS 


Direct Mail Proven Buyers. Over 790,000 Alphe- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Pa. 


REGISTERED NURSES LIST 
FOR DIRECT MAIL RENTAL 


160,000 paid subscribers to RN Magazine. 
A.B.C. audited. Geo-alpha on Speedaumat. 
No dups. Address direct or on cheshire. Full 
list $7.50M; 25-150M $10.50M; under 25M 
$15.00M. No extra charge for state selection. 
Special rates for nursing specialty selection. 
Postal will bring brochure and details prompt- 
ly. RN Addressing Service, 210 Orchard St., 
East Rutherford, N. J. 


47,000 inquiries of 1960 now offered for first 
time to non-competitors on one-time rental 
basis on gummed labels at $13.50M. Includes 
the buyers of wholesale catalogs at $3 to $5 
per set, also active merchandise buyers. No 
selection but mostly men secured from classified 
ads in the mechanics and fishing magazines, 
etc. List now increasing about 4,000 monthly. 
Ev Selby & Co., Selby Bidg., Decatur, Ill. 


PROSPECT MAILING LISTS 


Busi " prof ions, trades. Buy complete 
or by states. In manuscript form. Alfred G. 
Latcha, 22448 Barbara St., Detroit 23, Mich. 


ENGINEERS AT THEIR HOME ADDRESS. Over 
145,000. Select by types. On speedaumat 
plates. Lowest rates. Decision/Inc., 2616 Cole- 
rain Ave., Cincinnati 14, Ohio. 681-6800. 


Approx. 7M Alphabetical by states on 3 x 5 
cards. Comparable to auto dealer list. Revised 
April 1961. Limited. 

Jenkins Printers, Mascoutah, Ill. 
500,000 carefully oteaed names in Protestant 
field. Individual lists of clergymen, laymen, 
laywomen, religious education directors, bible 
teachers, chaplains, youth leaders, and many 
others. Write for free brochure, “Protestant 
Religious Lists’, Macfarland Co., Box 540-D, 
Westfield, New Jersey 


OCCUPANTS 


Occupant Coverage on labels west of Miss. 
Income and Dealer selection available. Market 
Compilation & Research Bureau, 10561 Chand- 
ler Blvd., North Hollywood, Calif. TR 7-5384 


SPEEDAUMAT ZINC PLATES 


New York's biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $37.50 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


NEED SKILLED GRAPHOTYPE OPERATORS? 
You can make 50% to 100% profit by using 
our Graphotype Dept. as your own. Beautiful 

, fully punctuated with less than 1% 
error. Pure Zine Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
accuracy guoranteed. 

Cost — Speedaumat — $37.50 per M. Other 
plate prices on request — send details. 
ADVERTISERS ADDRESSING SYSTEM 
703 N. 16th St., St. Lovis 3, Mo. 


MAILING MACHINES AND SUPPLIES 


REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 


MAILERS EQUIPMENT CO., INC. 
40 W. 15th St., N. Y. 11 CH 3-3442 


SITUATION WANTED 


DIRECT MAIL AGENCIES — L.A. 
Prod. Mgr. desires relocate. 15 yrs. Lettershop 
exp. N.Y.C. Knowledge all mech. and manual 
operations: estimating, lists, etc. Box 62, 
Reporter of Direct Mail Magazine. 
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MALE OR FEMALE 


If you are looking for a position or personnel 
replacement contact the following: 

New York City Area .. . Mr. J. Dudley Brod- 
erick, Hundred Million Club, Job Placement 
Committee, c/o Doubleday & Company, 501 
Franklin Ave., Garden City, L. I., New York. 
National . . . Mrs. Ruth L. Laguna, Direct Mail 
Advertising Association, 230 Park Ave., New 
York 17, N. Y. 


Refer to The Direct Mail Direc- 
tory under Mail Advertising 


Services on page 56 


FREE LANCE 
LIST COMPILER 
with access to all latest directories etc. 
will compile to your order 100% accu- 
rate lists of any busi or profession, 
geographical breakdown. Fees mod- 
erate . . . service tops. 
JOSEPH GOLDSMITH 


19 West 34th St. New York 1, N. Y. 


WHO’S GOT THE 
HOTTEST ONE? 


Frankly, we're not 100% sure. But 
think we have . . . the best list in the 
country of direct mail users. The list 
now totals 38,000 plus, is filed geo- 
alpha in three sections . . . active 
subscribers, expires and prospects. 
All names available on a rental basis 
only, preferably through your list 
broker. 


The list has done well for book pub- 
lishers, equipment manufacturers, 
specialty printers. Should do well for 
anyone with an idea, product or ser- 
vice for the most promotion minded 
executives in America. Send for spe- 
cific counts, rental rates, business 
breakdown and mailing dates avail- 
able. Drop a note to Muriel Cole- 
man, Direct Mail, 224 7th Street, 
Garden City, L. L, New York. 


WANTED: 


Top Nofch Operations 
Manager 


One of the most successful and 
highly respected companies in the 
magazine field is looking for a top 
notch operations manager. The man 
we want will be fully qualified by 
training and experience to take 
complete charge of our present staff 
of 125 well-paid clerical workers 
who now handle the paper work 
incident to 1,000,000 mail order 
magazine subscription sales per 
year. He will have a minimum of 
5 years of solid operation manage- 
ment experience. He will be able 
as a matter of course to hire, train, 
evaluate clerical workers; develop 
supervisors, accept full responsi- 
bility for the efficient scheduling of 
a widely fluctuating work load. He 
is probably now heading up opera- 
tions for a book or record club 


NAMES IN THE NEWS 


Who's doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 


magazine or book publisher, or a 
mail order company of some kind. 


In addition, the man we select 
must have that fair, firm, friendly 


up of .. . “Names In The News” 


Robert E. Beighley named to the sales 
promotion staff at General Binding Corp., 
Northbrook, Illinois. . . . Sun Chemical 
Corp. announced appointment of Weldon 
R. Coate as acting general manager of the 
corp’s Graphic Arts Group. . . . G. S. 
Corigliano, manager, Marketing Div., Sel- 
Rex Corp. elected President, Assn. of In- 
dustrial Advertisers, New Jersey Chapter. 
. .. Charles DeZemler, Jr., promoted to 
the new position of sales manager of Fine 
Papers at Standard Packaging Corp... . 
Cal Estes, formerly Conde Naste, moves 
to Family Circle as VP and director of 
circulation. Robert Reardon replaces 
Estes. . . . Joseph W. Fall, Jr. named mid- 
western advertising manager of Playboy 
Magazine. . . . Edward P. Gormley ap- 
pointed manager, Market Research, for 
United States Envelope Co., Springfield, 
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Mass. . . . Edward J. Ives appointed ad- 
vertising and sales promotion manager, 
Endicott Johnson Corp., Endicott, N. Y. 
. . . Appointment of C. B. Kulaw as ad- 
vertising supervisor announced by Wol- 
verine Tube, division of Calumet & Hecla, 
Inc., Allen Park, Mich. . . . Allan S. Lar- 
son leaves Consumer Union to join Little 
& Ives, book publishers. Watch for their 
entrance into mail order selling for en- 
cyclopedias. . . . John E. Nielan appointed 
manager of the Detroit office of Popular 
Mechanics Magazine. . . . Albert Oetkin 
named assistant manager of International 
Paper Co.’s Hudson River Mill at Corinth, 
N. Y....E. W. Renz, Jr. has been ap- 
pointed sales manager for the Baumfolder 
division of Bell & Howell Company... . 
Douglas M. Smith appointed marketing 
manager of the mechanical goods division 
of United States Rubber Company. 


approach to people that makes 
working with him pleasant and re- 
warding. To such a man, here is a 
challenging long term opportunity 
to join a young, dynamic company 
right at the moment of its greatest 
growth. Our people know of this 
ad. If you believe you are the man 
we are looking for, you can write 
to us fully and in full confidence. 


BOX #61 


The Reporter 
of Direct Mail Advertising 


224 Seventh Street 
Garden City, New York 
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Brownie Manufacturing ( rn New York 7, N. ¥. (WO 2-0546) 
ADORESSIN 
Creative Mailing Service, Inc ino x Main, Freeport, N. Y. (FPR 8-4830) 
AND MAILING 
Mailmasters, Inc 40 Nordhoff Place ‘LO 7 4811) 
Shore Direct Mail, Inc Oll First Ave. Asbury Pa J. (GR 3-2063) 
ADDRESSING SCRIPTOMATIC 
Jerome Finston 172 Seranton Ave., Lynbrook, L. 1., N. ¥. (LY 
ADDRESSING — TRADE 
Belmar Typing Service @1-71 Llith St., Richmond Hill 18, N. ¥. (VI 
Rae Lewis Addressing #87 Schenectady Ave., Brooklyn 3, (DI 
S&S Typing Service 505 Fifth Ave. New York, N. Y. (MI 


ADVERTISING AGENCIES SPECIALIZING IN DIRECT MAIL 


The Buckley Organization Philadelphia Nat'l Bank Bidg., Philadelphia 7, Pa. 

Grant Schwenc Baker, Inc 520 N. Michigan Ave., Chicago 11, Ill. (WH 3-1033) 
ADVERTISING ART r 

A. A. Archbold, Publisher... 419 South Main St., Burbank, Calif. (TH 2-2793) 

Idea Art 307 Fifth Ave., New York 16, N. Y¥. (MU 6-7270) 

Ilarry Volk, Jr. Art Studio Pleasantvill ie 3, N. J. 


ADVERTISING SPECIALTIES 
Rockaway Brooklyn 33, N. (HY 6 7995) 
305 Bast 46th St.. New York 17, N. ¥. (PL 3-4943) 


bettering Ce ids Beechwood Ave.. New Rochelle, N. Y. (NE 3-8600) 


cor ~ 

he it 100 Gold St., New York 38, (YU 6-4390) 
ART AND FOR MAIL 

Al Corehia, Jr . » Park Ave. So., New York 3, N. ¥. (OR 4-5740) 


aurouatic TYPEWRITING 
Carlson Automatic Typewriting Service. 3744 N. Clark St., Chicago 13, IL (BA 7-5496) 
Mooven Letters 352 Fourth Ave., New York N. Y. 
Reynolds, Reynolds & Reynolds. 2375 Bast Main Street, Columbus 9, Ohio (BE i-6200) 
CHESHIRE MAILERS 
Mail-O- Matic... Route #46, Parsippany, N. J. (DE 4-8442) 


COPYWRITERS Santee 


Paul J. Bringe N. 70th St., a ag 16, Wise. 


cupy 270 Madison ‘an "New York i6, N. ¥ 83-1455) 
Altres u Lawha 22448 Barvara St., Detroit 23, Mich 
Betty Mathewon is2 Cooper Ave., Upper sonteiair, 'N. J. (PL 6-5855) 
Urville E. Reea 106 N. State St., Howell, Mich. (Tel. : 65) 

ADVERTISING AND PROMOTION = 
The Palette Service ifth Ave, New York 11, N.¥. (CH 2-8545) 
DIRECT MAIL AGENCIES : 

Ahrend Associates, Ine. . 601 Madison Ave., New York 22, N.Y. (PL 1-0312) 
American Mai! auvertusing, Inc 610 AS, ‘St, Boston 15, Mass 
Anse-iatier, Liv. of Latham Process Corp., 200 Hudson St., N. ¥., N. ¥. (WO 6-4000) 
BB. 1. A. House 26-32 Cliften St., London BC 2 Eng ( Bishopsgate 4377) 
Leo P. Bou Jr 64 BE. Jackson Biva, Chicago 4, Il. (HA 7-9187 ) 
The Buckiey Urganization Philadelphia National Bank Biag., Philadelphia 7 Pa 
Cabot - Letter 910 West Van Buren St., Chicago 7, (MO 7s) 
Cabot- Letter In New York City, dial 211, ask for ENTERPRISE 6 30) 
The Connelly Organization Ine 2400 Walnut St.. Philac deiphia 3, Pa 

Dickie- Raymond, Ln 225 Park Ave., New York, N. Y, (MU 6-2280) 
Lirect Mail Markets Co., Inc ... 515 Madison Ave., New York 22, N. Y. (PL 9-3113) 


Direct Mail Service : 
ne 2161 Monroe Drive, N. E., P.O. Box 13446, Atlanta 24, Ga. (TR 3-3221) 
he Creative Division of James Gray, Inc ‘ 
“26 East 45th St., New York 17, N. Y. (MU 2-9000) 
John M. Lord & Co 171 Newbury St., Boston 16, Mass. (CO 7 1020) 
Lawrence G. Chait & Co., Inc 375 Park Ave., New York 22, N. Y. (PL 1-7220) 
vid Mar ll Advertising Co., Ine 
171 Madison Ave., New York 16, N. Y. (MU 6-5652) 


keim-Franklin Bruck, Ine 
345 Madison Ave.. New York 22, N. Y. (PL 1-3151) 


Maxwell! Sac 


MeCormick Armstrong 151 B Douglas Ave.. Wichita 1, Kans 
MeVicker & Higginbotham, Ine 11 West 42nd St., New York 36, N. ¥. (OX 5-4082) 
Monogram, In 515 Madison Ave.. New York 22. N. ¥ (PL $ RUT 4) 
R. L. Polk & Co , 431 Howard St.. Detroit 31. Mich. (WO 1-9470 
Reply-O Letter Co.. New York. .7 Central Park West, New York 23, N. 5 8118 
Reply-O Letter Co., Chicago 664 No. Michigan Ave., Chicago 11, Ill. (MI 2 2858) 
Reply-O- Letter Co., Boston 10 Post Office Square, Boston 9, Mass. (HA 6-1555) 
Reply-O Letter Co., Cleveland 1750 East 23rd St., Cleveland 1, Ohio (PR 1-8470) 
Reply -O- Letter 2515 Mall-Well Drive, Portland 2, Ore. (OL 4-3131 


Keply-O Letter Co., San Francisco 
1485 Bay Shore Bivd., San Francisco, Calif. (JU 6-2267) 


Reply-© Letter Co., Toronto, Canada 
™ Inner Court, 33 Scott St., Toronto 1, Canada (EM 3 


Reply Letter Brisbane 167 Queen St., Brisbane, Australia (B 2 


Responda Letter 10 West Van Buren St.. Chicago 7, Til (MO 6-987") 
Responda Letter In N. Y. C., dial 211, ask for Enterprise 653°) 
The Reuben H. Donnelley Corp Prudential Plaza, Chicago 1, I!" 
Sales Letters, Inc 153 West 23rd St.. New York, N. Y. (WA 9-26 
The Smith Company 47 Fremont San Francisco 5, Calif 6: 
The St. John Associates, Inc 75 West 45th St.. New York 36, N. ¥. (JU 2-3344 
William Steiner Assoriates. Inc 42 Past 64th St. New York 21, N. Y. (TE 8-133") 
Yeobel Sandler Advertising. Inc 1 Gramercy Park, New York 3, N. Y. (OR 4-0400) 
Cabot. Letter West Van Buren St., Chicago 7, Ill. (MO 6-9878) 
Cabot - Letter iin , A York City, dial 211, ask for ENTERPRISE 6530) 


DMCP A jates, Inc. (Headquarters) 

1814 Jefferson Ave., Toledo 2, Ohio (CH 4 ~ 372 
Lawrence G. Chait & Co., Ine 375 Park Ave.. New York 22 
The Ry lander Co 216 W. Jackson Bivd m 47 760) 


DIRECT MAIL EQUIPMENT 
American Automatic Typewriter Co............ 2323 N. Pulaski Rd., Chicago 39, ™ 


Bell & Howell, Phillipsburg Phillipsburg, N. J 
B.H Bunn Co 7605 Vincennes Ave., Chicago 20, Ill. (HU 3-4455) 


Find the product or service you 
on the need help in, have your girl type 
. hunt a simple letter asking for samples 
and literature from all names 

f under a specific heading. These 
or producers and suppliers will be 


ideas? 


Cheshire Mailing Machines, Inc 1644 No. Honore St., Chicago 
Cheshire, Inc : 1644 No. Honore St., Chicago 2, 

T. W. & ©. 220 Church St., New York 13, 
Bastman houak Rochester, N. 
Elliott Industries, Inc. 143 Albany St., Cambridge 
Felins ‘Tying Machine Oo...... 8351 N. 35th St.. Muwaukee 16, Wis. (HI 5-7131) 
Friden, Ince 2350 Washington Ave., San Leandro, Calif. 
Heyer, Inc _ 1850 South Kostner St., Chicago 23, Ill. 
International Business Machines 545 Madison Ave., New York 22 Y. 
Mailers Equipment Co., Inc......40A West 15th St., New York 11, N.Y. (CH 4 $442) 
Mewes, IMC... ..57 Walnut St., Stamford, Conn. (FI 
Scriptomatic, In 310 N St., Philadelphia 7, Pa. (WA 2-12: 
Vari-Typer Corporation. ....... 20 Frelinghuysen Ave., Newark 12, N. J. 
Chauncey Wing's Sons... .. ..78 Pierce St., Greenfield, Mass. 


DIRECT MAIL SPECIALTIES 
Let's Have Better Mottoes Assn., Inc 
ELLIOTT STENCIL CUTTING 

2123 Bast Ninth St., Cleveland 15, oo (SU 1-4220) 


Universal Color Corp......... 214 Sullivan St., New York 12, N. (AL 4-0610) 

Alee Business Service, Inc..... .3 32-15 33rd St., Long Island City é, N. ¥. (AS 8-4302) 

Creative Mailing Service 460 N. Main St., Freeport, N. Y. (FPR 8-4830) 

Elliott Addressing Machine Co .. 117 Leonard St., New York 13, N. ¥. (WA 5-1372) 
ENVELOPES 


The American Paper Products Co. 
Envelope Terrace, Southern Blvd. at ec lurg Rd., Youngstown, Ohio (SK 8- 4545) 


Atlanta Envelope Co. 0. Box 1267, Atlanta 1, Ga. (TR 
Berlin & Jones © ompany . 60) Wiest — St.. New York 1, N. ¥. (WA 
The Boston Envelope Co. noah High St., Dedham, Mass. (FA 
Brohard & Associates, Inc 2707 hick inney Ave., Dallas 1, Texas (TA 


Columbia Envelope Co. 2015 N. Hawthorne Ave., Melrose Park, Ill. (FI 
Business Envelope Manufacturers, Inc ( 
Cupples- Hesse Company .. 1655 East Madison, Des Moines 13, Iowa (AM 3 
Cupples-Hesse Company 


3633 Michigan Ave., Detroit 16, Mich. (TA 


Hesse Company. ...... 4175 N. Kingshighway, St. Louis 15, Mo. (EV 3-3700) 

1000 University Ave., St. Paul 4, Minn. 
Detroit Tullar Envelope Co. P 2139 ard St. Detroit 16, Mich. (TA 5-2 
Double Envelope Co Roanoke, Va. (EM 6 
Garden City Envelope LN. Ket 18, Ill. (CO 7-36 
The Gray Envelope 35 33ra 32, N. ¥. (ST 8-2 
Heco Envelope Co... . Cortland Chicago 39, IL. (CA 
Mead Corporation... . ee ... Dayton, Ohio 
L&H Envelope ‘ ‘orporation . 11-17 Beach St., New York i3, N. ¥. (WO 6-3553) 
North Coast Envelope 

Manufacturing Corp... Prince St., Brooklyn 1, N. (JA 2-6161) 
Reply-O-Matic Envelope Mfg. Co M4 Beach St., New York 13, N. Y. (WO 6-3996) 
Rochester Envelope Co. T2 Clarissa St., Rochester 14, N. ¥ (HA 6-2404) 
8S. Cupples Envelope Co . Inc .360 Purman St., Brooklyn 2, N. Y. (TR 5-6285) 
Specialty Envelope Co 1224 West Eighth St., Cincinnati, Ohio (CH 1-3641) 
The Standard Envelope Co 1600 East 30th St., Cleveland 14, Ohio (PR 1-3960) 
Tension Envelope Corporation 19th & Campbell, Kansas City 8, Mo. (GR 1-3800) 


factories: So. Hackensack, N.J.; Memphis 2; St. Louis 1: Minneapolis 1; Des Moines 

14; Ft. Worth 12; Sales Offices—New York Chicago and most cities east of Rockies. 

Transo Envelope Co. 3542 N. Kimball Ave., Chicago 18, Ill. (IR 8-6914) 

Plants in New York, Chicago, Los Angeles—Offices in All Principal Cities 

United States Envelope Co 217 Broadway, N 7-5700) 
Wolf Detroit Envelope Co 14700 Dexter Blvd., Detroit 32, Mich. (DI 


ENVELOPE SPECIALTIES 


Curtis 1000 Ine... . ... 150 Vanderbilt Ave., W. Hartford 10. Conn. (JA 2 
Garden City Envelope Co 3001 N. Rockwell St., Chicago 18, Til. (CO 7-3600 
Heco Envelope Co EIR 4500 Cortland St., Chicag, 39, Til. (CA 

L & H Envelope Corp 11-17 Beach St., New York 13, N. ¥. (WO 6 
North Coast Envelope Manufacturing a 2 Prince St., Bklyn. 1, N. Y. (JA 2 
Reply-O-Matie Envelope Mfg. Co 14 Beach St., New York 13, N. Y. (WO 6-: 
Tension Envelope Corporation 19th & Campbell, Kansas City 8, Mo. (GR 

The Sewdon Company. Inc ...480 Lexington Ave., New York 17, N. Y. (YU 

The Wolf Envelope Co. oes 1750 E. 23rd St. Cleveland 1, Ohio (PR 1-847 0) 

_vousies MAILINGS 

City Service Stadethoferstrasse 38. Zurich 1, Switzerland 
DeMutator N. V Secewe ..Willemsparkweg 112, Amsterdam, Holiand 


New York, Amsterdam, Paris 


Dillon-Agnew Associates 
654 Madison Ave.. New York 21, N. Y. (PL 2-0170) 


Letters U.S8.A., Ine... .. en 1166 Sixth Ave., New York 36. N. ¥. (CO 5 
Caragol Associates . Ausias March, 5 Barcelona, 10 Spain 
Bobb Holland Limited ocowetee 86/88 ere Lane, London 5, W2 
C. FP. Sandberg Direct Mail ..+.Raadhurst 8, Oslo, Norway 
GUMMED STAMPS—LITHOGRAPHED AND PERFORATED 

Evreka Specialty Printing Co. » Blectric St.. Scranton, Pa. (DI 
Flemming-Potter Co., Inc ..1270 tway. New York 1, N. (14) 5- 
Fleming-Potter (o., Inc 185 N. Wabash, Chicago 1, Ill. (ST 


INSERTING SERVICE—AUTOMATIC MACHINE 
Advertising Distributors of America, Inc 
—— Cass Ave., Detroit 1, Mich. (TE 3-0500) 
Advertising Distributors of America, Inc., New York 


25 machines 400 Madison Ave., New York 17, N. Y. (MU 8-6500) 
Bonded Mailings Ine. Nationwide 754 4th Ave., Brooklyn 32. N. Y. (SO 8-4819) 
Circulation Associates o« 1745 Broadway, New York, N. Y. (IU 6-3520) 
Creative Mailing Service wee 460 North Main St.. Freeport, N. Y. (FR 8-483) 
Duffy Electronic Mailers... . 918 N. 4th St.. Milwaukee 3. Wise. (BR 3-7852) 
Decision /Ine 4616 Red Bank Cincinnati 27, Ohio (BR 1-3200) 
Lemarge Malling Service Co. ° 417 S. Jefferson St.. Chicago 7. Til 
Mailimasters, Inc........... .. 480 Nordhoff Place, Englewood, N. J. (LO 7 4811) 
Mailings Incornorated wa 55 West 13th St.. New York 11. N. ¥. (WA 9-5188) 
Shore Direct Mail, Inc.... 911 First Ave., Asbury Park, N. J. (GR 3-2063) 


Western Empire Direct Adv. Co... .612 Howard St., San Francisco 5 Calif. (GA 1-8500) 
LABEL AFFIXING weve AUTOMATIC MACHINES 
Advertising Distributors of America, Inc. 
4444 Cass Ave (TE 3-0500) 
11 (w 


Mailing Incorporated 55 West 13th St.. New Yor , 4 A 9-5188) 
LABELS AND LABEL "WACHINES 
Eureka Specialty Printing Co » Electric St., Scranton 9. Pa. 
LABEL PASTERS 
Potdevin Machine Co 81 North St.. Teterboro, N. J. (AT 8-1941) 
LABELING SERVICE—AUTOMATIC MACHINE 
Bonded Mailings, Inc.— Nationwide , Brooklyn 32, N. Y. (SO 8-4819) 
Allen Hollander Co., Inc 385 Gerard Ave.. New York 51. N. Y. (MO 5-1818) 
Dennison Mfg. Framineton, Mass. (TR 3-3511) 
Pver Ready Label Corp 357 Cortlandt St.. Belleville 9. N. J. (PL 9-5500) 
Penny Label Company 9 Murray St.. New York 7, N. Y. (BA 17-7771) 
GADGETS 
Hewig Co. 5 West 45th St.. New York 36, Y. (JU 2-2186) 
Robert Straub & Co ses 4 Pd Dearborn St.. Chicago 5, . (WA 2-1881) 
LETTERHEADS 
Arthur Thompson & Company 100 Market Place, Baltimore 2, Md. (PL 2-4806) 


MAIL ADVERTISING SERVICES (Lettershops) 
BELLMORE. NEW YORK 
Ambassador Mail Advertising Co. 2050 Bellmore Ave., Bellmore, N. Y. (CA 1-33003 
BROOKLYN 
Valeo Reproduction & Mailing Service, Inc 
1715 Ave. Z, Brooklyn 35, N. Y. (TW 1-4400) 
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CHICAGO 

Voolittie & Company, Inc........... was 320 N. Dearborn St. (10) (SU 7-1722) 
CLEVELAND 

Cleveland Letter Service, Inc. 740 W. Superior Ave. (13) (St 300) 
Robert Silverman, Inc........ .. 1270 Ontario St., (13) (CH 1- 6575) 
DETROIT 

Auvertissng Distributors of America, Inc . 4444 Cass Ave. (1) (TE 3-0500) 
Advertising Letter Service... . 239 Jetferson Kost (7) (LO 
National Mailing Corp. #201 Grand River Ave. (8) (PX 8-2614) 
RK. L. Volk & Oo...... ..431 Howard St. (31) (WO 1-9470) 
HOUSTON, TEXAS 

Premier Printung and Letter Service. ... .2120 McKinney Ave. (CA 4-6176) 
LOS ANGELES 

Krupp’s Adv. — Serv 2390 W. Pico Bivd. (6) (DU 5-5421) 
The Mailing House.......1019 N. Madison Ave., Los Angeles 2¥, Calif. (NU 5-42.1) 
MIAMI, FLORIDA 

Ace Letter Service Co... .. ‘ 3800 N.E. lst Ave. (PL 7-4577) 
NEW ORLEANS, LA. 

Monahan Bros., Inc...... ....535 Gravier St. (524-8248) 
NEW YORK CITY 

Advertisers Mailing Service, Inc......45 West 18th St., New York, N.Y. (AL 5-4500) 
Chase «rect mail Service Corporation 305 bast 45th St., New York (OR 9-3160) 
Circulation Associates. . 1745 Broaaway, New York, N. ¥. (JU 6-3530) 
Latham Process ‘orporation. 2200 Hudson St., New York 13, N. Y. (WO 6-4500) 
Mailings Incorporated. . . ....55 West 13th St., New York 11, N.Y. (WA 9-5188) 
Mailograph Company, Inc : 39 Water St.. New York 4, N. Y. (BO 9 7 
Mary Ellen Clancy Co. we ‘ ..250 Park Ave., New York 17, N. ¥. (¥U 6 

The St. John Associates, Inc......75 West iSth St., New York 36, N. ¥. (JU 2 3348) 
PHILADELPHIA 

The Connelly Organization, Ine 2400 Walnut St., Philadelphia 3, Pa 
Woodington Mail Advertising Serv. . ee 1304 Arch St. (7) (LO 3-1840) 
PITTSBURGH 


Advertisers Associates, Inc....... 1627 Penn Ave. (AT 1-6144) 


ROCHESTER, 


15 South Ave. (BA 5-6340) 

SAN FRANCISCO 

67 Beaie St. (SU 1-6564) 

ST. Louis 

cc 1427 Lucas Ave. (3) (MA 1-4727) 

WESTFIELD, NCW JERSEY 

Union County Printing & Mailing Service........... 233 North Ave. (AD 2-83093) 
MAILING LISTS — BROKERS 

Accredited Mailing Lists, Inc .10 Bast 39th St., New York 16 Y. (MU 3-1356) 

Archer-Ben.ett Last Service, Inc. .140 West 55th St York 19, Y. WU 6 3768) 


George Bryant & Staff 71 Grand Englewood, N. J. (LA 7 
The Cooliage Co., ine. --«-1l West 42nd St., "New York 36, N. ¥. (OX 5- 
Dependable Mailing Lists, Inc 381 4th Ave., New York 16, N. Y. (OR 97180) 
Direct Mail Markets Company, Inc 

515 Madison Ave., New York 22, N. ¥. (PL 9-3113) 
333 N. Michigan Ave Chicago . Ill. (RI 6-7453) 
Park Ave. South, New York 10, N.Y. (OR 4-7061) 


Walter Drey, Inc........... 
Walter Drey, Inc.......... 


Guild Co 160 Engle St., Englewood, N. J. (BR 9-0461) 
Walter Karl, Inc....... atadens Armonk, N. Y. (FA 4-3336) 
Lewis Kleid, Inc......... - 25 West 15th St., New York 36, N. ¥. (JU 2-0830) 
Eli Kogos ‘ 420 Main St., Webster, Mass. (943-2780) 


Ceil Levine Screened Mailing List 
Fisk Building, 2 50° West 57th St., New York 19, N. ¥_ (JU 6-2086-7) 


Willa Maddern, Inc . 215 4th Ave., New York 3, N. Y. (SP 7-7460 
Mosley Mail Order List Service, inc...38 Newbury St., Boston 16, q 
Names in the News.......... ..45 West 18th St.. New York 11, 

Names Unlimited, Inc........352 Park Ave., South, New York 10, 


People in Places, Inc............. 41 Fifth Ave.. New York 3, (GR T 
Planned Circulation. ... West 44th St., New York 36, N.Y. (MU 7 
Richard Buehrer Associates, ‘Ine. (D. L. Natwick), 

136 West send st . New York 19, N. Y¥. (CI 6-2662) 


The Roskam Company...... — P. O. Box 855, Kansas City 41, Mo. (va 2-1881) 
Cc. H. ““Hank’’ Ruby & Co., Inc. "339 Sist St.. New York 19. N. ¥ 6-581 ) 
Sanford Evans & Co., Ltd...... 5 Research Rd., Toronto 17, mA, Can 

William Stroh, Jr .++.. 568-570 Sith St.. West New York, N. J. (UN 4-4800) 
James E. True Associates.......419 Park Ave. South, New York, N. Y. (MU 9-0050) 


CROSS REFERENCE—BY SUBJECT 
FOR LIST SOURCE, COMPARE NAME IN PARENTHESIS WITH LISTING 
ABOVE OR COMPILERS & OWNERS 
Business by Ratings, Executive. Professional Lists (Ed Burnett Inc.) 
above 36,000 (Reporter of DM) 
Mail Order Lists. . see (The Roskam Company) 
Opportunity Seekers ‘and Start in Business 200. 000 (William Stroh, Jr.) 


MAILING COMPILERS & OWNERS 


Active Mail Order List Co 241 Lafayette St., New York 12, N. Y. (WA 5-2450) 
Abbott National Mail Servive, Ine. 

26 Gueens Bivd., Long Island City 4, N. Y¥. (ST 6-1088) 

Bookbuyers Lists, Inc............ 63 Broadway, New York 13, N. Y. (WO 4-5871) 

Buckley - Dement 5 Jackson Bivd., Chicago 6, (HA 17-3862) 

Ed Burnett, Inc. .156 Fifth Ave., New York 10, N. Y. (AL 5-9650) 

Creative Mailing Service....... . 460 N. Main St., Freeport, N. Y. (FR 8-4880) 

Directory of Associations, Gale Research Co. 

3414 Book Bldg., Detroit 26, Mich. (WO 1-2242) 

Walter Drey, Ine.. howe .333 N. Michigan Ave., Chicago 1, Ill. (FI 6-7453) 

Walter Drey, Ine. 4th Ave., New York 10, N. Y. (OR 4-7061) 
Dunhill International List Co., af 

444 Park Ave. South, New York a6, x. Y. (MU 6-3700) 

E—Z Addressing Serv........... 83 Washington St.. New York 6 . ¥. CHA 2-9492) 


67 West 44th on New York, N.Y 
28 E. 22nd St., New York 10. N.Y. (OR 4-6420) 

420 Main St., Webster, Mass. (943-2780) 
7 Meyers Road, Detroit 35, Mich. (UN 32-5811) 


Fawcett Publications. . 
Fritz 8. Hofheimer 
Industrial List Bureau 

Industrial Machinery News. 


Mailing List Compilation Bureau 2570 Past 18th St., Brooklyn 35, N. ¥. (SH 3-5236) 
. Home 820 N. Plankinton, Milwaukee 3, Wisc. 
140 Offices in Major Cities............ .. See Yellow Pages for Local Phone Numbers 


Market Compilation Bureau, 
10561 Chandler Bivd., Calif. (ST 7-5384) 


Occupant Mailing Lists of America... : 230 North 4th St., Columbus, Ohio 
Official ay Directory........ 12 Barclay St., New York 8, N. Y. (BA 7-2900) 
R. L. Polk & ¢ es Howard St., Detroit 31, Mich. (WO 1 a47n) 
Professional Accountants Lists. 126 Liberty St.. New York 6, N. Y. (BA 7-9060) 
R. L. Rashmir .. 5410 Blvd., N. Hollywood, Calif. (PO 6-9539) 
Raymond-Loew Associates, Inc. 52 Broadway, New York 4, N. Y. (WH 4-4487) 
Reporter of Direct Mail Adv...... 224 Tth St.. Garden Y. (PT 6-1837) 


Research Projects, Inc 404 Park Ave. S.. New York 16 Y. (JU 2-0830) 
Sistemas Postales, Eciticio Imperial Oficina 
94-95 Plaza Candelaria. Carecas, Venezuela 
Special Correspondents. . .230 Bast Ohio St., Chicago 11, Til 
Speed Address Kraus Company 
48-01 42nd St., Lang Island Citv 4, N. Y¥. (ST 4-5922) 
tephens Distributing Co............ 0. Rox 1994, AGenta 1, Ga 


Witttam 588-570 54th St.. West New York, 4-4200) 
W. F. Watson 29 Hanse Ave., Freenort, (FR 9-8312) 
The W_ P. Woodall Co., Inc......... 128 Broad St., Stamford. Conn. (DA 4-4197) 
W. 8. Ponton, Inc. oe 44 Honeck St., Englewood. N. J. (LO 9-5200) 
Zeller and Letica, Inc............- “15 East 26th St., New York 38, N. ¥. (MU 5-6278) 
MAIL CONSULTANT 
Arthur W. Bandman........ 1 Main St., Rosivn. 1.. N. (M4 1-799) 
Direct Mail Markets Company. Ine. 515 Madison Ave., N. Y. 22, N. ¥. (PT, 9-3113) 
Herbert L. Kellner & Associates.....121 Wabash Ave., Chicago 3. (AN 3-29°42) 
John A. Smith 218 So. Mvrtle Ave Slearwater Fla. (448-7573) 
Tawrence G. Chait & Co.. Inc........°75 Perk Ave.. New York 22. N ¥. (PL 1-7220) 
William Bogelub Staff 6238 N. Broadway, Chicago 40, TH. (RO 1-6210) 
MANAGEMENT- manners. MAIL ORDER 
Lawrence G. Chait & Co., Inc.. 375 Park Ave., New York 22, N. Y. (PL 1-7220) 
Pollard-Alling Mfg. Co....... 20 W. 19tn St., New 23-0872) 
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SUPPLIES 
Chicago Ink Ribbon Co... .. 19 S. Wells St., Chicago 6, Il. (ST 2-7800) 


OCCUPANT a LISTS—LOCAL & NATIONAL 
Advertising Distributors of America, Inc. 
4444 Cass Ave., Detroit 1, Mich. (TE 3-0500) 
Advertising Distributors of America 


Inc 
I . 4100 Madison Ave., New York 17, N. Y. (MU 8-6500) 
Occupant Mailing Lists of America 239 North 4th St., Columbus, Ohio 
vestern Empire Direct Adv. Co...612 Howard St., San Francisco 5. Calif. (GA 1-8500) 
Western Empire Direct Adv. Co..1417 Georgia St., Los Angeles 15, Calif. (RI 8-2251) 


PAPER 


Allied Paper Mills - 1608 Lake St., Kalamazoo, Mich. 
American Writing Paper Corp. .. Holyoke, Mass. 
Appleton Coated Paper Co.......825 E. Wisconsin Ave., ‘Appleton, Wise. (RE 4-9841) 
Bergstrom Paper Company .Neenah, Wise. 
Eastern Fine Paper and Pulp Div., Standard Packaging Corp., Bangor, Me. (2-5221) 
Ecusta Paper Division, Olin Mathieson Chem. Corp..... ..Pisgah Forest, N. C. 
Hammermill Paper © ompany . ‘Er ie, "Pennsylvania (GI 6-8811) 
Howard Paper Mills, Ine. Columbia St., Dayton 7, Ohio 
International Paper Co 220 Bast 42nd St., New York 17, N. ¥. (MU 2-7500) 
Kimberly-Clark Corporation Neenah, Wise. (PA 2-3311) 
Nekoosa-Fdwards Paper Ga... Port Edwards, Wis. (Tell: 3111) 


New York & +—y “eel Co... 230 Park Ave., New York 17, N.Y. (PL 1-4250) 
Peninsular Paper Co... . .. Ypsilanti, Mich. 
Rex Paper Co. Kalamazoo, Mich. (FI 2-0151) 
Rising Paper Co 606s Housatonic, Mass (HO 47) 
8. D. Warren Company apes tidiiewininnle .89 Broad St., Boston 1, Mass 
Sorg Paper Company. “Middletown, Ohio 


ENGRAVERS 


Horan Engraving Co., Inc....... 44 West 28th St., New York 1, N. ¥. (MU 9-8585) 

Grogan Photo Company.... Dept. T, N., Danville, Tl. (HI 6-0826) 
POST CARDS 


Colourpicture Publishers, Inc 390 Newbury St t 15, M 
CURTEICHCOLOR 3-D by Curt Teich & Co.. Inc 
1733 W. Irvilng Park Road, Chicago 13. TH. (RBI 1-6604) 


Dexter Press, Inc — Route 303, West Nvack, N. ¥. (NY 77-3500) 
Grogan Photo Company .. 1105 N. Bahis St., Danville, Til. (HI 6-0826) 
PRINTERS—LETTERPRESS & LITHOGRAPHY 
Carey Press Corporation... .. 406 West 3ist St.. New York 1, N. Y. (CH 4-1000) 
Colortone Press 2412 17th St., Washington 9. (DU 7-680) 
Goes Lithographing Company 42 West 6lst St.. Chicago 21, Tl 
Neo Printing Company. Inc 23 B. Wesley St., So. Hackensack, N. J. (HU 9-5050) 
Runkle. Thompson & Kovats, Ine... 650 West Lake St__ Chicago 6. Til. 
Offset Reproductions, Inc . 4 Hubert St., New York 13, N. Y. (WA 5-1196) 


SALES que MERCHANDISING CONSULTANT 
Lawrence G. Chait & Co., 5 Park Ave., New York 22. N. Y. (PTL 1-7220) 
Ralph T. Curtis 903 B Powell Ave., Evansville 13, Ind. (HA 2-3794) 
st ENCIL CUTTING AND LIST MAINTENANCE 
Advertising Distributors of America, Inc 
Cass Ave.. Deroit 1, Mich. (TRE 3-0500) 


Circulation Associates.......... 17 » New York, N. Y¥. (JU 6-3530) 
SUBSCRIPTION FULFILLMENT 

Circulation Associates . 1745 Broadway, New York, N. Y. (JU 6-3530) 

Globe Fulfillment Corporation 125 W. 24th St., New York 11, N.Y. (OR 5-4600) 


. SYNDICATED HOUSE MAGAZINES 
The William Feather Co. 9900 Clinton Rd., Cleveland 9, Ohio (AT 1-4122) 
The Henry F. Henrichs Publications, The House of Sunshine 
State & 4th St., Litchfield, Tl. (296) 


TRADE Ons 
1 


Association of First Class Mailers ee Buliding, Washington 5. D. C 


Associated Third Class Mail Users, 1406 G St Wash. 5, D.C. (Me 8.2447) 
Direct Mail Advertising Assn 3 East 57th St York 22. N. ¥. &.7288) 
MASA International. . 622 Sth St.. N.W., Washington 1, D. C. (DI 71-8633) 


National Council of Mailing List F Rrokers 
West St... New Vor 36. N. (PC 6-0615) 
Parcel Post Association 1013 Woodward Building, Washington 5, D. C. 


VIEWERS (FOLDING) AND COLOR SLIDES 
Stereo-Magniscope, Ine., photographic 
40-31 Sist St., Elmhurst 73. N. Y. (DE 5-0027) 
Taylor-Merchant Corp........... 48 W. 48th St., New York 36, N. ¥. (PL 7-7700) 


| The Best Buy for $24 
| Since The Indians | 
_ Sold Manhattan Island 


| Your listing in this directory may 
not take up much space but it’s a 
big investment. It reaches the pros- 
pect when he’s ready to buy. It 
reaches a man who knows what he’s 
looking for. The question no longer 
is what ... but WHO. 


| To reach your prospects, be sure 
you are listed in the Directory under 
all the headings which best describe 
the services you perform. 


To place your order, write to Ernest 
P. Baldwin, Advertising Manager, 
The Reporter of Direct Mail Adver- 
tising, 224 Seventh Street, Garden 
City, L. L, N. Y. Or phone Ploneer 
6-1837. 
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There once was a sacred cow among users of printing papers. 


It said that only a heavy paper was bright and 
opaque enough for fine printing. Then Olin de- 
veloped a new concept in papers called Waylite. 
It’s a lightweight stock as opaque as many papers 
twice its weight, with extreme whiteness and 
great strength. Waylite gives you beautiful print- 


PACKAGING DIVISION wlin 


ECUSTA PAPER OPERATIONS, PISGAH FOREST, N.C. 


ing results in halftone or line, black and white, 
and color. It can cut your postage in half, and 
reduce the bulk and weight of your printed ma- 
terial. Ask your Olin fine paper merchant about 
Waylite or write to us. See it, and you'll agree that 
it has turned one more sacred cow out to pasture. 


$3 
te 
. 
s+ | 
| ~ & 
uy = 
as 
gf 
* 
ph x 
at 
\ 
3 


the gist of conversations about this and that 
with visitors to the Editor 


ENJOYED my ten-day trip to New York and Washing- 
ton. But after six years of living in the quiet country .. . 
it was good to get back to the Frontporch. 

Direct Mail Day at the Commodore had a fine program, 
but a disappointing attendance . . . less than five hundred. 
Too little promotion. Naturally | was pleased to receive 
the annual MASA Merit Award for distinguished (or 
something) service to direct mail. The presentation speech 
by Bernie Fixler of Creative Mailing, Freeport, was most 
gracious. 

Before going to Garden City for visiting with family 
and days of office scuttlebutting, managed to work in a 
visit with old friend Dick Mathewson, Information Officer 
at United Nations. It’s still a thrill to see that set-up. Be- 
fore leaving, Dick took me into the empty but lighted-for- 
workmen General Assembly Hall, and we stood briefly at 
the podium where we've seen so many speakers appear on 
our television. | couldn’t help wondering what it would 
be like to be a Castro or a Khruschev, and stand there be- 
fore a full house looking into faces of suspicion and dis- 
trust. Maybe if the rabble-rousers talk long enough they 
will learn that it’s better to speak to happy faces . . . the 
faces of those who have solved the way to peace. 

After a short week-end visit with the Washington 
Hokes, stayed at the Raleigh. Maybe I’m just getting old, 
but it didn’t seem the same lively place it was during the 
war years when | was there nearly every week. But it’s 
conveniently across the street from the Post Office Depart- 
ment where I enjoyed some friendly visiting. 

Between lunches, dinners and visits with friends . . . 
managed to attend one of the House Committee hearings 
on the Postal Rate increase. Even after getting settled at 
home, I’m still riled up over the stupid testimony of Verne 
R. Sullivan for the Chamber of Commerce of the United 
States. He is Assistant to Gerald W. Collins, manager of 
Transportation and Communication Department (1615 H 
Street North West, Washington 6, D.C.) Mr. Sullivan also 
serves as Secretary of the Chamber’s Advisory Panel on 
Postage Rates. 

During Sullivan’s testimony endorsing all proposed in- 
creases in postage rates, and scorning all efforts to con- 
sider repaying Post Office for free public services .. . I 
leaned over to a nearby Post Office Official and asked who 
in heck ever qualified this fellow as an expert on postal 
affairs. His stumbling and evasive answers to pointed 
questions certainly ruled him out as an “expert.” I was 
told he comes back every year hearings are held with the 
same old story. He always claims that the local Chambers 
have endorsed the big body’s stand for increased rates. . . 
but I’ve seen carbons of many letters from local Chamber 
members challenging the right of the U. S. C. of C. to 
speak for small businessmen on a serious matter which 
might put them out of business or reduce their income. 
It’s a real mess. Some of you Direct Mail readers who are 
members of your local C of C should check up to see if 
your officers have endorsed the appeal to repeal the Postal 
Policy Act of 1958. If they haven't, you should see that 
letters of protest are sent immediately. 

Washington is still my favorite working city . . . espe- 
cially in azalea and dogwood time of spring. I get a kick 
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out of watching the awed-eyed students being led through 
the shrines and the halls of Congress on the annual school 
pilgrimages to Washington. That's the best antidote for 
Communism . showing the young how wonderful 
democracy can be. Makes you think that paying taxes is 
not so terrible after all. Watching the independent and 
rambunctious Senate or House in action you realize that 
in spite of the blabbering of the John Birch Society, and 
other intolerant “vigilantes” no one could ever become 
dictator of these United States . . . and the Communists 
don’t have a chance of converting us. 


SEVERAL MONTHS AGO I was complaining about 
the deceptive use of digit nine pricing ($4.99 instead of 
plain $5.00) . . . in mail order and space advertising. | 
wondered if anyone knew who started the phony idea. 
During lunch at the Gladstone Hotel in New York with 
Publisher Franklin Watts . . . he gave me the logical an- 
swer. According to Frank, odd pricing was invented by 
storekeepers in the days before cash registers to prevent 
clerks from pocketing paper money. Items were priced 
slightly under even amounts so clerk would be forced to 
go to Cashier to get change for a dollar or five, etc. He, 
therefore, couldn’t cover up the transaction. Too bad it 
has to be continued today, not for the same purpose, but 
in order to kid the customer into believing an advertised 
item is cheaper than it really is. Incidentally, Franklin 
Watts also told me about the Psychological Pricing 
Studies conducted by Charles W. Hoyt Co., Inc. (Ad 
Agency) 380 Madison Avenue, New York 17, New York. 
Emily J. Berckmann, Director of Public Relations, kindly 
sent me copies of the three studies: (1) drug stores, 
(2) food stores, (3) department, furniture and miscel- 
laneous stores. Copies are available to anyone interested. 
We don’t know exactly what all the figures and charts 
mean except that those fixing prices are just as confused 
as everyone else. Some like even amounts; others favor 
odd pricing. But the Hoyt notes on the researching and 
planning of advertising are well worth reading. 


SEQUEL TO A SCANDAL! Remember some time back 
we talked about the Sister Kenny Foundation in Minne- 
apolis . . . how it had been reorganized following dis- 
closures of misappropriations of funds by officers? Later 
on, Marvin L. Kline, former executive director and ex- 
Minneapolis mayor was indicted, tried and found guilty 
on a technical charge of fraudulently obtaining a $23,000 
yearly pay raise. Just recently Judge Levi Hall sentenced 
Kline to ten years in prison at hard labor. But Kline’s 
troubles are not yet over. He and an assistant are facing 
a $314 million civil suit brought by the State Attorney 
General for unlawful diversion of large portions of the 
$30 million contributed by the public, and for splitting 
fees kicked back by a Chicago mailing firm which handled 
the fund raising. As a direct result of the scandal the Min- 
nesota Legislature has passed a tough law effective July 
1, 1961 regulating charity solicitations (except religious). 
Social service organizations must file applications for 
permits, submit financial statements periodically, describe 
in detail cost of promotions and who gets paid for what. 
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Officers and directors are to be held personally responsible 
for administration and for protection of finances. 

These actions should scare the pants off would-be 
racketeers in the charity field. This case should also be 
a warning to Civic Leaders and other big-shots who care- 
lessly allow the use of their names on solicitation litera- 
ture .. . without investigation and continuing supervision 
of the operations. The state of Minnesota deserves a big 
salute for its decisive action. 


WE BELIEVE Direct Mail has about the friendliest 
bunch of readers any magazine ever had. Many times 
some correspondent will give us a pieec of news or ask a 
question and then go off on a tangent to discuss some 
sort of world problem. Sometimes these letters are too 
personal to warrant reprint. 

But here is part of a long letter recently received. It 
contains thoughts which deserve passing along and which 
you might use as a conversaiional bit. 

“The way to fight the Communists is not by engaging in an arms 
race but by making capitalists out of most people. A working guy, 
who owns his home, has a few dollars in the savings bank, a steady 
job, in my opinion, cannot be recruited for this new religion, with 
dogma, hierarchy, heresy, priesthood, dedication and devotion that 
goes by the name of communism. This balance of nuclear terror 
will blow up into our faces in our lifetime. Never in history has 
an arms race resulted in peace, but always in war. To be a prophet, 
watch. Within the next two or three years, you will see our country 
engaged in a crash program to build underground shelters. A mole 
for every home. Enough of the gloom. Peace, Bill. 


TWO MORE NOTES about the 4th District A.F.A. 
convention in Miami in April . . . didn’t have room for 
them last month. 

1. I thought it was stupid public relations for the Du- 
pont Plaza Hotel to accept an advertising convention and 
then greet delegates with notices stating that positively no 
credit cards would be honored (other than their own), 
nor would personal checks be cashed, nor could room ac- 
count statements be signed for future billing. Convention 
delegates these days don’t carry much cash . . . and there 
was much grumbling. After considerable heated negotia- 
tions, the manager condescended to allow us to pay our 
bill with a personal check. Imagine . . . in Miami . . . back 
to the horse and buggy days. 

2. I was disturbed by an all-afternoon panel session 
where journalism and advertising course students from 
all over Florida were supposed to get advice on how to get 
into advertising. Although I was on the panel of big 
wheels and tried to get down to basic unglamorous details 
of direct mail, I'm afraid the bewildered students were 
misled. There was too much guff about the glamorous 
parts of advertising; too much emphasis on “the Adver- 
tising Agency.” One New York agency panelist pontifi- 
cated that the only place to get a start in advertising was 
in New York City, and in one of the top agencies. This 
advice was given most seriously to a group of Florida 
students . . . surrounded by southern teachers and by 
southern advertising people who are doing O.K. in their 
own fields. These big shots don’t seem to realize that some 
of the best advertising in the country, especially direct 
mail, is prepared on Main Street U.S.A. and the potentials 
for “getting started” are better there than on Madison 
Avenue. 


MAYBE I should confine these Scuttlebutt observations 
to safe subjects relating to birds and bees, sweetness and 
light, music, romance, or whatever it is upon which all 
me can agree. But | honestly try to report some of the 
interesting things actually talked about with visitors to 
the Frontporch. In these troubled days . . . practically 
everything that happens causes some sort of discussion. 
The pros and cons become part of our daily life . . . affect 
our businesses some way or other. It would be pretty 


boring, at least to me, if we had to talk “direct mail” every 
waking hour of the day. 

I’ve always thought that advertising people, especially 
direct mail planners and writers, should be interested in 
everything . . . not just the humdrum details of getting a 
piece of literature into the mail. We should be interested 
in people, in events, even in screwball ideas. We should 
be thrilled by an astronaut, by a good book or scientiac 
achievement. We should be depressed by inequities, by 
personal tragedies. We should be interested in the whole 
complex of living. 

That’s why I can’t understand why some businessmen 
who read this Scuttlebutt get so het up when I mention 
something which is contrary to their own personal preju- 
dices. Maybe they would learn something if they kept 
their shirts on. I stirred up a hornet’s nest of mail abuse 
by criticising the Civil War Centennial. It is generally 
agreed now by the press that the whole thing is a mess. 
The only T. V. program tying in with it, the bang-bang, 
hate-inspiring “The Americans” is being discontinued. 
Thank the Lord! 

But a bigger fuss was created by our criticism of the 
Carl Braden conviction and his sentencing to jail for 
contempt of the House Un-American Activities Commit- 
tee. One irate reader wrote “You don’t know what the 
hell you are talking about.” Well . . . at least I’m in good 
company since Chief Justice Earl Warren and Justices 
Black, Douglas and Brennan dissented on the upheld con- 
viction. One anonymous writer who signed SICKEN 
TYRED wrote in part “There’s so much good sound com- 
mon sense D. M. know-how in your mag that it seems a 
shame to spoil it by feeding readers with liberal, political 
and social hokum . . . Why not cultivate a decent respect 
for the sensibilities of others and refrain from trespassing 
on their privilege of privacy as far as their non-direct 
mail views are concerned?” Is it political and social hok- 
um to talk about the First Amendment to the Constitution ? 

Another fellow was so incensed about my defense of 
Carl (who only demanded his rights under the First 
Amendment) that he inferred I was or might become a 
Communist. He sent me copies of a hysterical speech he 
had delivered at Kiwanis Clubs . . . warning everyone who 
listened to be on the watch for Communists next door. I 
told him that he was suffering from a bad case of vigi- 
lanteitis, caused by extreme exposure to infectious types 
of professional anti-Communists. (They are sometimes 
worse than the actual rabble rousing Communists.) He 
should leave the detection of real enemies to legally con- 
stituted authorities. Our enemies are surely not those who 
believe in real democracy . . . in equal rights and oppor- 
tunities. I firmly believe those subjects are compatible 
with a continuing study of advertising’s impact on people. 

O.K., you argumentive fellows who are inclined to be 
intolerant of your neighbors, let’s play “God Bless Amer- 
ica” on the Hi-Fi followed by Irving Berlin’s stirring 
melody which accompanies Emma Lazarus’ inscription at 
the base of the Statue of Liberty: “Give me your tired, 
your poor, your huddled masses yearning to breathe free. 
The wretched refuse of your teeming shore. Send these, 
the homeless, tempest-tossed to me, I lift my lamp beside 
the golden door!” 


Amen! Class Dismissed. 


3 Bluff View Drive 
Clearwater, Florida 


Telephone: 584-3848 
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In a few words .. . table flat, precision cut, 


0 4 strong, opaque. Color, the quiet-white that 
gets things read. Impor- 
0 tant. Bergstrom reproc- 
essing tames wild paper 
iz fibers and you’re assured 


superb dimensional stability, one pass or four. 
Another Bergstrom exclusive . . . packed in self-sealing 
cartons, cartons that reseal for reuse. Thor® samples 
from your paper merchant, or wire... 


oe BERGSTROM PAPER COMPANY 


NEENAH, WISCONSIN 
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the paper that cheers imagineers 


and gives a deep glow of ©. 
satisfaction to budgeteers | 


EAGLE-A 


QUALITY 


TEXT AND COVER 


We're imagineers, too, who dared to visualize 
papers of sterling quality at copper penny 
prices. You'll find the exciting results in 
ine Eagle-A Quality Text and Cover Weight; 
papers with eye-catching “vitality” for out- 
tanding brochures, catalogs and advertising 
aterials, by offset or letterpress. (Envelopes 
© match are available from Kent Paper Co.) 
In Eagle-A Quality Text the selection in- 
cludes Brite White, Arctic White and six fine 
(colors in both wove and laid finishes. Cover 
Weight is available in wove and laid, and 
colors. 


ages] EAGLE-A 
PAPERS 


for more creative 


communications For a special portfolio of original design “Thought Starters”, write Dept. DQ. 
AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS. 
j | Makers of the famous EAGLE-A COUPON BOND, 100% Cotton Fiber—Extra No. 1 Grade 
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